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All that a newspaper publisher who 
arries the advertising of the Gillette 
Mesafety Razor is supposed to do, the 
advertising agency mildly hints, is to 
prepare, print and mail to the trade 
proadside describing the Gillette 
ampaign; place Gillette posters and 
advertisements in the windows of the 
hocal dealers; install a Gillette dis- 
play in its own window; and publish 
2 story of the Gillette campaign in 
its own dealer paper. 
It looks like a busy spring for the 
newspaper boys. 
*- * * 


It is reported, with reference to its 
ruling on advertising in dental pub- 
lications, that the American Dental 
Association “will put teeth into its 
edict.” When it comes to a question 
of putting teeth into an edict or any- 
thing else, there is no organization 
I would recommend more willingly 
than the American Dental Associa- 
tion. 

*- * * 


Dr. Scholl, it seems, used to waste 
his time telling the ladies that all 
his corn-plasters would do was cure 
corns. Now he reminds them that 
corns make frowns, frowns destroy 
beauty—and you know the rest. Why 
does it take advertisers so long to 
learn the obvious things? 

Ww hs a 

Ballard & Ballard, Louisville flour 
millers, are going to try, through ad- 
vertising, to teach Northern house- 
wives to make hot biscuit. All right; 
but please don’t suggest that they try 
to reproduce Southern corn-bread. 
There hasn’t been a miracle for nine- 
teen hundred years. 

* * * 


The Western Growers’ Protective 
Association has reported a big in- 
crease, as a result of advertising, in 
the prices realized on shipments of 
lettuce. In short, he remarked laugh- 
ingly, advertising is helping lettuce 
to get ahead. 

* + * 


A Milwaukee advertising agent has 
suggested that advertising men ought 


to be licensed. He didn’t suggest it,. 


but how about a license for advertis- 
ing agents and their clients to wed— 
till death do them part? 

oe >} * 


A. Loveday, head of the economic 
intelligence service of the League of 
Nations, insists that demand is be- 
coming more and more fluid. And 
in dry America the fluid demand is 
simply enormous. 

* * * 


A course in short-story writing in 
Boston has been opened to advertis- 
ing copy-writers. This comes pretty 
close to carrying coals to Newcastle, 
gilding the lily and all that sort of 
thing, doesn’t it? 

+ ” * 


The advertising manager of the 
Stetson Hat Company professes to 
believe that men dress with an eye 
to feminine approval. This is evi- 
dently only 50 per cent true. 

*> * * 


A class in advertising for minis- 
ters has just concluded its course. 
One of the things they learned was 
that radio breadcasting can do every- 
thing except take up a collection. 

> * 


Cyrus H. K. Curtis has received the 
Harvard gold medal for distinguished 
Services to advertising. With this 
€Qcouragement, the lad should go far 
in the publishing business. 


The New Yorker is slipping. It has 
begun to underline the points of its 
kes. Cory Cus. 


U.S. INCOME 
IS UNIMPAIRED 
AT 8 BILLION 


Immediate Need Is to Greate 
Optimism 


South Bend, Ind., March 6—Paul G. 
Hoffman, vice-president of the Stude- 
baker Corporation of America, be- 
lieves that the big job for advertisers 
and all others who are interested in 
sales is to create a sentiment in 
favor of intelligent spending. 

“The trouble right now,” said Mr. 
Hoffman today, “is not with any lack 
ot buying power. Statisticians have 
demonstrated that the current na- 
tional income is about eight billion 
dollars a month. Income has not 
been seriously impaired. Income 
from wages and salaries, from rents 
and dividends, gives us a buying and 
spending power that is as great as 
ever. 


“The real trouble is that a great 
many people are holding on to their 
money because they have an indefi- 
nite sense of uneasiness as to the fu- 
ture. They are saving instead of 
spending. But to prevent unemploy- 
ment and to insure prosperity, we 
must have more spending, intelligent 
spending, consumption of manufac- 
tured articles and a consequent ne- 
cessity for further production in or- 
der to maintain stocks. 


Economics of Situation 


“If consumers refrain from buying 
automobiles, clothing or any other 
product which they might just as 
well buy, assuming that their income 
is normal, they are helping to prevent 
a rapid return to satisfactory condi- 
tions. The man who has a job or an 
income from rents and dividends can 
make certain of keeping his job and 
maintaining his income only by 
spending and thus contributing to na- 
tion-wide industrial activity, which in 
turn will insure full employment, 
normal business volume and profits 
on which dividend and income are 
based.” 


Mr. Hoffman said that his figures 
on the national income have been 
checked by Col. Leonard Ayres, of 
Cleveland, the well-known economist, 
and that he believes his argument 
represents good economics. He urged 
advertisers and sales executives to 
pass the idea along to their salesmen 
and to those whom they can reach 
with their advertising, in order to 
turn the direction of income from the 
savings banks to the marts of trade. 


It’s Time to Spend 


“Let’s make it clear to America,” 
he said, “that our continued prosper- 
ity depends primarily, not on saving, 
‘but on spending.” 


Mr. Hoffman said that his talk 
with Col. Ayres had convinced him 
that the bottom has been reached, 
and that the up-turn will be U-shaped 
or V-shaped, depending on what busi- 
ness men do to restore normal spend- 
ing and consumption of manufactured 
goods. If income is spent as usual, 
the situation will come back to nor- 
mal as indicated by the shape of the 
letter V. If it is interfered with, the 
process will be delayed. 

“IT am sure that if advertisers and 
merchandisers will spread this idea,” 
Mr. Hoffman asserted, “we can make 
1930 one of the greatest business 
years in the history of the country.” 


Why Sears 


Secures 


One Per Cent of All 


Retail Business 


Those who like to feel that adver- 
tising and merchandising have 
entered a scientific era were jolted 
by Dr. A. J. Snow, merchandise 
analysis director of Sears, Roebuck 
& Co., Chicago, world’s largest mail- 
order house and the largest retailer 
on the planet, who spoke March 6 
before the Chicago Advertising 
Council. 


“Scientific methods and laboratory 
techniques have no place in our mer- 
chandising,” said Dr. Snow. ‘“Com- 
mon sense is the chief factor in this 
situation. It is more important to 
get a solution of a merchandising 
problem that is 60 per cent right, and 
get it quickly, than to spend a year 
to get an answer that is 75 per cent 
right.” 


Consumer demand is the chief 
stone in the merchandising structure 
as it is seen from the Sears-Roebuck 
headquarters. Dr. Snow made it 
clear that the giant mail-order house 
does not experiment, does not gamble 
on demand, but features only those 
goods for which there is an estab- 
lished trade. 


Cashes in Quick 

He admitted that he would prob- 
ably be criticized for this statement, 
in view of the efforts which national 
advertisers and others make to build 
up demand for new lines of products, 
which is then cashed in on, to some 
extent, at least, by mail-order houses 
and others. 

One of the big contributions which 
Sears, Roebuck & Co. are making is 
through better design of cheap mer- 
chandise. 

“Because a thing is cheap,” Dr. 
Snow said, “it does not follow that it 
should ‘be ugly. One of the best 
examples of good design applied to 
low-priced merchandise is found in 
the display of glassware in the Wool- 
worth stores.” 

However, even in grading up mer- 
chandise and improving appearance, 
the only test which is recognized by 
Sears is that of increased sales. Any 
effort to improve merchandise which 
does not result in increased sales is 
considered a failure. 

In improving the design and 
quality of goods, Sears, Roebuck & 
Co. have found it necessary to design 
a large number of the items which 
they sell. The designs are made up 
and submitted to manufacturers for 
bids, instead of waiting for the latter 


to submit samples of their own 
designs. 
Some Company Policies 

The speaker gave a number of 
definite ways in which the merchan- 
dising policy of the house is worked 
out. Among them were the follow- 
ing: 

The use of standard parts as the 
basis for a line. ' 

Reducing transportation costs 
through proper employment of ware- 
houses, split-car shipments, etc. 

Developing lines of goods on the 
basis of national demand rather than 
the sales of the house only. 

Determining leaders on the basis 
of the general demand rather than 
current house sales. 

Passing on savings in manufacture 
to the consumer immediately instead 
of charging ‘what the traffic will 
bear” and waiting for the price to 
be attacked by competitors. 

Providing a large variety at each 
price level. 

Using price standards to which the 
public is accustomed. 

“Grading up” by increasing variety 
in the price class just above that 
which is getting the chief volume. 

Study Basic Costs 

Dr. Snow made it clear in his talk 
that the present policy of Sears, Roe- 
buck & Co. with reference to the 
merchandise carried is to study raw 
material costs carefully, and to design 
‘products with a view to low-cost 
production. The standard of quality 
is the best-known nationally adver- 
tised goods in the line, but the com- 
pany has found that costs can easily 
be lowered by greater care in design, 
especially of parts subject to greatest 
wear. 

“Our company,” he said, “felt that 
$30 was too much for an automobile 
storage battery. Engineers and mer- 
chandise analysts were put to work, 
and the result is that we are now 
selling batteries for less than $10.” 

The same result, he declared, is 
being obtained in many other lines 
which have been studied from this 
standpoint, including electric appli- 
ances such as flat-irons, lawn-mowers, 
garden hose, etc. 

Sears, Roebuck & Co. last year had 
sales of $443,000,000, estimated at 
1 per cent of the ‘country’s retail 
trade. In addition to selling by mail, 
the company operates several hun- 
dred department stores, mainly in 
the larger centers. 


“That Future Shadow” Visualized 
New York, March 7.—(By Wire.)—What is heralded as the 
most comprehensive display window campaign ever launched has 
been inaugurated by the American Tobacco Company, visualizing 
“that future shadow” by means of electric signs which show the 
shadow stealing up on an unfortunate lady who insisted on “doing 


herself too well.” 


The United Cigar Stores Company is carrying the new trim 
in its stores all over the country, and other chains shortly will 


do likewise. 


The new display, which has attracted tremendous crowds, is 


Best Time to Bring Out a Razor 
New York, March 7.—(By Wire.)—A local advertising agency 
has issued an announcement of a new safety razor, the prelude 


saying: 


“*When is the best time to bring out a new razor?’ inquires 
an article in the current issue of an advertising magazine. 

“Judging by the great activity of a new manufacturing com- 
pany now placing its radically different razor on the market, the 
answer is: ‘Just when the other fellow brings out his!’” 
supported by showings of Lucky Strikes. 


‘SHOPPING NEWS" 
TO CONTINUE AS 
_ LOCAL MEDIUM 


Denies Expansion to National 
Field 


Cleveland, March 5.—Rumors have 
been in circulation to the effect that 
the Cleveland Shopping News, the 
pioneer of the co-operative merchants’ 
house organs which have been started 
in many cities during the past few 
years, plans to solicit national ad- 
vertising. Thus far these reports 
have been denied. 

However, the local Shopping News 
is now accepting advertising from lo- 
cal merchants other than those who 
own stock, and this is taken to mean 
that business may be sought from 
manufacturers who sell to and 
through the merchants who partici- 
pate in the ownership. - 

Thus far Shopping News has re- 
fused to use its distribution system 
for the purpose of sampling on behalf 
of manufacturers. Whether this plan 
will be used if national advertising is 
solicited remains to be seen. 

Was First of Kind 

The Cleveland enterprise, which is 
the oldest of its kind in the field, 
was started in 1922. The idea was 
originated by Sam B. Anson, who 
was a former newspaper reporter. 
Thirty-four of the leading down- 
town stores, including the principal 
department stores, are the owners. 

The volume of business is impres- 
sive. The total expenditures of 35 
regular advertisers in 1929 are re- 
ported to have been well over half a 
million dollars. William Taylor Son 
& Co. are the largest advertiser, with 
a reported expenditure of $55,233.49 
in this medium in 1929. 

Shopping News is issued in news- 
paper fotm, and usually has 12 to 16 
pages. The first page consists of 33 
small boxes, in which the individual 
advertisers present their best bar- 
gains. These leaders, which are not 
advertised elsewhere, are run to en- 
able the merchants to determine the 
relative pulling power of the medium. 
Based on 100 points as “excellent,” 
the average results from these fea- 
tured advertisements was reported by 
the merchants to have been 77.7 per 
cent in 1929—a little less than “‘good,” 
according to the table of results. 

The Advertiser’s Viewpoint 

Of 32 local advertisers who ran 
both in 1928 and 1929, 12 increased 
their advertising expenditures last 
year, and 20 decreased them. The 
minimum rate is approximately $2.25 
an inch, or about half of the rate of 
the local newspapers, although the 
circulation of 292,000 covers every 
home in Cleveland. 

The distribution is by an organiza- 
tion of carrier boys, 600 in number, 
each of whom has a helper. A squad 
of supervisors checks up on the dis- 
tribution. The papers are dated Mon- 
day and Thursday, but are actually 
delivered on Wednesdays and Satur- 
days. The publication started as a 
weekly, but was later changed to 
twice a week. 

Shopping News is carrying on a 
vigorous campaign to increase public 
appreciation and good-will. A radio 
broadcasting campaign and outdoor 
advertising are among the methods 
employed for this purpose. 

While the daily newspapers of Cleve- 
land regard Shopping News as a dan- 
gerous competitor, they admit that it 
has done some good work in improv- 
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ing retail advertising. Shopping News ; 
does not permit comparative prices to 4 
be used, it refuses advertisements Daughters of Eve 


which have too many black cuts or 
heavy type, and urges readers to con- 
sult the Better Business Bureau if 
the statements made in the advertise- 
ments are found not to be corréct. 


Manager in Florida 


Sam B. Anson, who is credited with 
having originated the idea, and is 
general manager of the company, is 
at present enjoying a winter vacation 
in Florida, and so was not available 
for an interview, but some of the 
members of the group were willing 
to talk for publication. 

“Shopping News is a remarkable 
advertising medium,” said J. S. New- 
man, of the Newman-Stern Company, 
secretary of the company which op- 
erates the paper. “We do not regard 
it as directly competitive with news- 
paper advertising, but only as a sup- 
plement to it.” 


Shopping News has registered its 
name as a trade-mark in the United 
States and Canadian patent offices, 
and is authorizing publishers in other 
cities to use its plan under a royalty 
or license arrangement. The Cleve- 
land organization insists that the plan 
of having merchant-owned papers is 
the only one that works, and attri- 
butes many of the failures which 
have been recorded in this field to the 
fact that the publications were pri- 
vately operated. 


Where It Operates 


Shopping News is operated on a 
merchant-ownership basis in Spring- 
field, Mass., Boston, Brooklyn, Wash- 
ington, D. C., Cincinnati, Dayton, De- 
troit, Milwaukee, Seattle, Los An- 
geles and San Francisco. In addition, 
it is being conducted on a partial 
merchant-ownership or an entirely in- 
dependent basis in Minneapolis, 
Grand Rapids, Flint, Mich., East Lib- 
erty, Pa., Youngstown, Portland, Ore., 
Santa Ana, Cal., and San Diego. 

The Cleveland Shopping News owns 
its own plant, and has a capacity suf- 
ficient to enable it to solicit printing 
in competition with privately oper- 
ated printing plants. This activity, 
too, is causing some criticism among 
those interested in the Cleveland 
printing industry. 


Are Still That Way 


Much has been said recently 
about humor in advertising, 
but Miss Sadie Feika, mer- 
chandising director of the J. P. 
Lawrie Import Company, Chi- 
cago, believes that an appeal 
to the curiosity of women is 
one unfailing source of busi- 
ness. 

Miss Feika recently staged a 
“what-not” sale. While other 
Chicago retailers were in the 
doldrums, the Lawrie Company 
had its biggest week. Most 
women had never met a “what- 
not” and came to the store to 
get acquainted. 


Philadelphia “News” 


Suspends Publication 
Philadelphia, March 6.—PhiladelL 
phia Shopping News, of which Dr. 
Herbert J. Tily, president of Straw- 
bridge & Clothier, was head, has sus- 
pended publication after two years of 
effort. 
Its demise was caused by the fail- 
ure of three local department stores 
to renew their contracts. 


Internal dissension caused the fail- 
ure of the paper, according to one 
advertising man. He pointed out 
that department stores, the largest 
advertisers, are spirited business 
rivals and find it almost impossible 
to co-operate with each other in any- 
thing involving advertising and sales. 


Made Art Director 


C. Alan Walker has been appointed 
director of copy and art for the Los 
Angeles office of the Edwin Bird Wil- 
son Agency, succeeding Verne Haw- 
kins, who has joined the Lockwood- 
Shackelford Advertising Agency, Los 
Angeles. 


Joins New Office 


Fred M. Jordan, formerly with 
Young & McCallister, direct mail 
agency of Los Angeles, has become 
an account executive in the newly 
opened Los Angeles office of Hanff- 
Metzger, Inc. 
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FIFTH DISTRICT 
NAMES BECKER 
AS GOVERNOR 


1931 Meeting Is Given to 
Huntington, W. Va, 


Battle Creek, Mich., March 3.—E. 
L. Becker, president of the Advertis- 
ers Club of Cincinnati, was elected 
governor of the Fifth District, Ad- 
vertising Federation of America, at 
its concluding session Saturday. 

Frank Atherton, of Detroit, was 
elected lieutenant governor and Ben 
Romer, Huntington, W. Va., secre- 
tary-treasurer. Mr. Becker succeeds 


E. G. Becker 


Earl Lines, of the Kelvinator Corpo- 
ration, Detroit. 

The 1931 convention will be held in 
Huntington. 

Under a new constitution presented 
by Ralph Sisson, member clubs will 
pay the Fifth District 10 cents per 
member, with a maximum annual 
payment of $50. Detroit will pay the 
limit under the new code. 

The new Fifth District chief is 
now in the national advertising de- 
partment of the Methodist Book Con- 
cern, having resigned as assistant to 
the president of the H. W. Roos Com- 
pany recently. 

205 Are Registered. 

Registration at the district meet- 
ing reached 205, 130 of whom were 
from out of town. President Young- 
green, of the Advertising Federation 
of America, flew over from Milwau- 
kee, making the trip with two other 
Milwaukee advertising men in two 
hours and forty minutes. 

On the program at the final ses- 
sion were Major I. D. Carson, N. W. 
Ayer & Son, Philadelphia; Katharine 
A. Fisher, director of Good House- 
keeping Institute, New York, and 
Paul Block, owner of the Toledo 
Blade and other papers. Mr. Block 
was in Florida and his address was 
read by Charles J. Boyle, business 
manager of the Pictorial Review. 

Miss Fisher made the statement 
that through its 20 years of experi- 
ence the Good Housekeeping Institute 
and its Bureau of Foods, Sanitation 
and Health is able, in many cases, to 
make accurate prediction as to the 
success or failure of a given product. 

“In not a few cases we have been 
able to reduce this mortality by sug- 
gesting certain changes in the pro- 
duct,” she said. 

How Should Copy Be? 

Major Carson made a contribution 
to the long-versus-short copy de- 
bate which has been raging for many 
years by suggesting that the answer 
is that copy should be interesting. 

He pointed out that advertising 
has been adopted as one of the con- 
stants in the business policy of most 
successful manufacturers. 

“It is becoming more anc more 
seldom that an advertising agency 
has to sell an appropriation to an 
advertiser,” he said. “Ordinarily the 
appropriation is determined by a cer- 
tain amount per unit of sale or by a 
certain percentage of sales volume. 


‘does not justify advertising. 


This is one of the significant ad- 
vances made by advertising within 
the last ten years. Up to that time, 
the appropriation was usually fixed 
by the amount left over when other 
expenditures were decided on. 

“With the budget on a definite 
basis today, most of the basic plan- 
ning of the campaign is automatic. 
An. analysis of sales indicates the 
strong and weak spots, and shows 
where and how the advertising should 
appear. A correct analysis of almost 
any manufacturer's business writes 
the advertising plan so that there 
ean be little doubt of its fundamental 
correctness. 

Personalities Are Important 

“A business which cannot write 
its own advertising program from an 
analysis is not likely to be a success- 
ful advertiser. In making this an- 
alysis, we usually start with a com- 
pany’s executives, as their character- 
istics and personalities may influence 
the salability of a product. 

“For instance, at the close of his 
Food Administration, Mr. Hoover 
would have been a tremendous ad- 
vertising asset to any food company. 

“The manufacturing processes and 
performances of the product are of 
great importance, as is the sales set- 
up. It is from a study of the latter 
that the plan can be built and adver- 
tising distributed to parallel the 
sales curve. 

“It is true that advertising is fre- 
quently used to build markets where 
sales are so weak that the volume 
In 
these cases it is simply a case of 
making an investment which should 
show a return within-a few years.” 

Simple Copy Best 

Major Carson closed by comment- 
ing on the simplification of copy. 

“The flowery claims and uncom- 
promising superlatives that formerly 
stood for the strongest kind of ad- 
vertising have given way to copy 
written in a simple manner that car- 
ries conviction. 

“This has meant the passing of the 
spellbinding type of advertising writ- 
er and salesman in favor of the man 
as carefully trained as an engineer, 
who has a deep appreciation of the 
value of logic, put in an attractive 
modern dress. 

“In place of the ‘best on earth,’ 
copy has become factual. The wide- 
awake advertiser realizes that the 
American public is anxious for sound 
information on almost every product 
it uses.” 


“True Story” in 


Good Showing 


Johnson & Johnson, New Bruns- 
wick, N. J., have omitted coupons 
from their advertising recently, be- 
lieving better results could be ob- 
tained by offering free samples of 
their baby powder to mothers writ- 
ing letters. 

A large number of responses of this 
kind were obtained in 1929, True 
Story Magazine making an especially 
good showing in pulling letters. 


“The Champion” to Work 
for Printing Harmony 


For the purpose of establishing a 
better understanding between buyers 
and sellers of printing, the Champion 
Coated Paper Company, Hamilton, O., 
has started publication of “The Cham- 
pion.” The paper will be issued 
periodically, by numbers rather than 
dates. E. Kenneth Hunt, advertising 
manager of the company, is the edi- 
tor. 


Saks Leaves Field 


to Society Hosiery 


New York, March 6—Saks & Co. 
have ceased selling full-fashioned 
hose without the usual “fashioning” 
marks, on finding that the patent on 
this hosiery is held by the Society 
Maid Hosiery Mills, Inc. 

Saks & Co. had advertised the new 
stockings heavily, but immediately 
withdrew from the field on learning 
the facts. 


Starts “Broadway Movies” 


Broadway and Hollywood Movies 
is a new publishing venture in New 
York. It will be a class magazine of 
the motion picture industry and will 
appear with the April issue. 

The sponsors are Isaac W. Ullman, 
a former motion picture distributor, 
and Walter W. Hubbard, who was 
with the A. E. F. motion picture sec- 
tion during the war. It will be 


standard size. 


— 
—== 


“MAKE IT INTERESTING 


Major I. D. Carson 


Marder on Page 1 
of Ministers in 


Role of Editors 


El Paso, March 6—Wallace Perry, 
editor of the Hl Paso Post, a Scripps- 
Howard newspaper, turned his chair 
over to local ministers for a day last 
week, when they complained that 
newspapers were fostering crime, In- 
stead of trying to suppress it. ; 

Mr. Perry went out to a movie in 
order that the pastors might not be 
hampered in their mission of reform- 
ing the press. 

When the censored editions of the 
Post appeared, the public was mildly 
surprised. The main story on Page 1 
was headed, “Ex-El Paso Man 
Facing Death Chair.’”’ The second 
story described a fatal automobile 
accident, and the only thing on the 
page that savored of uplift was a 
story of a real estate man’s plea for 
welfare work among boys. 

Readers looked in vain for the 
latest news on Mrs. Frances Bran: 
don’s breach of promise suit. The 
temporary telegraph editor explained 
that he did not regard this as suit- 
able reading for the kiddies. 

The Post also found it had a new 
editorial policy, in favor of prohibi- 
tion. Another story killed by the 
telegraph desk was an account of 
Mr. and Mrs. Calvin Coolidge ap 
plauding a song by the Duncan 
Sisters. While this was not harmful, 
neither was it constructive, said the 
editor. 


Philadelphia Club 


Goes on the Air 


The Philadelphia Club of Advertis- 
ing Women has begun a_ weekly 
broadcast over Stations WCAU and 
WXAU, featuring the adventures of 
Aunty Antique, who comes to the 
city to visit Mary Modern. The en- 
suing dialog emphasizes the value of 
trade-marked goods. 

The Club has issued a special edi- 
tion of “The Adland News,” a fea- 
ture being the use of imported Eng- 
lish modernistic stock. 


The Gentlemen May 
Jot Their Initials 


New York, March 7—An old-fash- 
ioned ball will be given by the 
League of Advertising Women of 
New York at the Hotel Roosevelt 
March 18. Miss Florence E. Ficke, of 
the Periodical Publishers’ Assn., 10 
E. 40th Street, is in charge of reser- 
vations. 

There will be an order of the 
dance, with programs in which the 
gentlemen may jot their initials. 


Musicians’ Union 
Goes to Washington 

Washington, March 7—The Ameri- 
can Federation of Musicians is try: 
ing to persuade the Federal Radio 
Commission to curb the use of re 
corded programs by broadcasting 
stations. 

Armed with thousands of coupons 
from its magazine advertising attest 
ing to public sentiment on the ques 
tion, the union representatives ap 


peared before the commission today: 
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Registration Is 
Denied Iced-Aire 
Over Frigidaire 


Washington, March 6.—Ownership 

of a trade-mark is not a necessary 
jncident to opposition to registra- 
tion of the mark by another company, 
the Assistant Commissioner of Pat- 
ents held in partially reversing the 
examiner and holding that ‘Iced- 
Aire’ was inadmissible. 

The Commissioner quoted the fol- 
iowing section from the act of Febru- | 
ary 20, 1905, in the case of Frigid- 
aire Corporation versus the McKee 
Refrigerator Company: 

“Any person who believes he would 
be damaged by the registration ofa 
mark may oppose it by filing notice 
of opposition, stating the grounds.” 

“The examiner is coniirmed in his 
finding that ‘Iced-Aire’ is not regis- 
trable,’ said the Commissioner. 

“Westola” was likewise denied reg- 
istration by the Globe Grain & Mill- 
ing Co., the opposer being the South- 
ern Cotton Oil Company, owner of 
“Wesson” oil. The two marks were 
considered similarly deceptive. 

It was testified that Wesson oil ad- | 
vertising has averaged $500,000 a 
year for several years and that sales | 
have been $5,000,000 annually. A plea 
that ‘“Westola” is sold largely to bak- 
ers rather than the public was held 
not to affect the situation. 

Though “Westola” has been used | 
since 1920, it has never been adVer- 
tised in any form, the Assistant Com- 
missioner found. He quoted a de- 
cision in a shoe case: 

“No excuse is apparent for the 
adoption of a mark closely approxi- 
mating that of an earlier user on the 
same class of goods.” 


“Dental” Snuff oO. K.’d 
by Court of Appeals 


SOP «Fa March 6.—The Fed- 
eral Trade Commission has been re- 
versed by the Circuit Court of Ap 
peals for the Third District, which 
has held as legitimate the use of 
“Dental” on the label of a snuff con- 
tainer, in connection with a drawing 
of a tooth. 

The label is a comparatively new 
one, the manufacturer having 
changed the formula to avoid pay- 
ment of a tax on proprietary medi- 
cines, which was adopted after the 
Spanish American war. 


“Halex” Held Unfair to 
“Vapex” by N. Y. Court 


New York, March 6.—The sale of 
an inhalant under the trade names 
of “Inhalex” or ‘‘Halex” packed 
in cartons and bottles similar to 
those of Thomas Kerfoot & Co. and 
giving directions for use scarely dis-, 
tinguishable from the latter’s “Vapex” 
was held unfair competition by the 
District Court for the Southern Dis- 
trict of New York. The court said it 
would issue an injunction against 
Blackman & Blackman, Inc. “to 
compel the elimination of all features 
reasonably calculated to enable the 
defendant’s preparation to be con- 
fused as that of the plaintiff.” 

The court said that 600,000 bottles 
of Vapex were sold in 1928, and 1,500,- 
000 bottles in 1929. 


New Golf Ball Popular 


Sales of the new 1.68 golf ball in 
Florida have gained steadily, accord- 
ing to T. J. McGrath, manager of the 
sporting goods department of the 
Dunlop Tire & Rubber Co. 

“Sales of this ball almost equalled 
those of the 1.62,” said Mr. Me- 
Grath. “As a whole, however, the 
estimate for the early months of 1930 
is 70 per cent for the 1.62 and 30 
per cent for the 1.68. The latter will 
gain 10 per cent each month after 
June or July.” 


“Wallace’s Farmer” 


J. E. Swalley, advertising manager 
of Wallaces’ Farmer and Iowa Home- 
stead, Des Moines, has resigned, effec- 
tive April 1. He will rejoin S. C. 
Smith & Corona Typewriters, Inc., as 
St. Paul branch manager. 

Ross Wallace, director of advertis- 
ing, will handle Mr. Swalley’s work. 
Emery A. Odell, who joined the or- 
Zanization December 1, will have 


Fashion Park 


Loses Appeal 


Washington, March 6—The 
Court of Customs and Patent 
Appeals has upheld a decision 
permitting “College Park” to 
be registered as a trade-mark 
for clothes, over the opposition 
of the owner of “Fashion 
Park.” 

There were two dissenting 
opinions. 


Chicago Buying 


Charge of merchandising research. 


Power Increased 
by $10,000,000 


The buying power of the Chicago 
public was increased by $10,000,000 
during the past week when city em- 
ployes, including policemen, firemen 
and school teachers, received a part 
of their back pay. 

The city is broke, but raised money 
through a citizens’ committee which 
sold tax-anticipation paper to busi- 
ness houses and others. Some of the 
leading retail stores devoted a part 
of their advertising to urging the 
public to subscribe to the paper. 

This was one of the helpful factors 
in raising $74,000,000 with which to 
ponte the city through its financial 
emergency. 


Deceptive Bottles 
Come Under Ban 


Lincoln, Neb., March 6.—Bottles 
which actually contain a smaller 
quantity than the size indicates, will 
no longer be permitted in Nebraska, 
according to orders issued by the 
bureau of inspection of the Depart- 
ment of Agriculture. 

One manufacturer of fluid extracts 
has been ordered to change both the 


size of the bottle and the cardboard 
container. O. V. McCracken, in 


ly contained. 


How Jerome Gray 
Handles Publicity 


Philadelphia, March 6.—With con- 
siderable criticism being leveled at 
the methods employed by some adver- 
tising agencies in getting puwlicity 
for their clients, the following cap- 
tion on that sent out by Jerome B. 
Gray, local agency, has attracted at- 
tention: 

“Note to the editors: The ac- 
euracy and reliability of the follow- 
ing copy can be depended on. It is 
submitted solely on its individual 
merits. I am paid to send it to you, 
my client in this instance being——.” 


George H. Putnam Dead 


George Haven Putnam, president of 
G. P. Putnam’s Sons, New York pub- 
lishers, died last week of pernicious 
anemia. He was 85 years old. 

Mr. Putnam was one of the moving 
spirits in the organization of the 
American Copyright League in 1887, 
and served as secretary during the 
fight for international copyrights that 
resulted in the copyright bill of 
March, 1891. 

In that year he was decorated with 
the Cross of the Legion of Honor by 
France. He was a Civil War veteran. 


Host to Advertisers 


In order to bring about a better 
understanding between the fertilizer 
industry and the agricultural press, 
Henry Morgenthau, Jr., and E. R. 
Eastman, publisher and editor, re- 
spectively, of American Agriculturist, 
New York, met with advertisers and 
agencies at a luncheon at the Adver- 
tising Club February 28. Mr. East- 


'man conducted a round table discus- 
Announces Changes 


sion. 


Gets $200 for 
Altered Advertisement 


The Minnesota Supreme Court has 
affirmed a $200 verdict in favor of 
Frank Beeler of Minneapolis, against 
Fawcett Publications, Ine. Beeler 


KESTER FILES 
SUIT AGAINST 
N.Y, BROKER 


Charges Malicious Prosecution 
in Neon Gase 


New York, March 7.—Cleared of a 
charge of publishing a false state- 
ment in an advertisement, Robert L. 
Kester, Jr., vice-president of Claude 
Neon Lights, Inc., has filed suit 
against Charles V. Bob, broker who 
caused his arrest, for $500,000, alleg- 
ing malicious prosecution. 


Both Mr. Kester and his chief, Wil- 
liam T. P. Hollingsworth, president 
of Claude Neon Lights, Inc., were dis- 
charged by Justice Nathan Bijur on 
a write of habeus corpus. 


They were arrested December 11 on 
a warrant sworn out by Mr. Bob, 
who alleged that the following para- 
graphs in the Claude Neon advertise- 
ment in local newspapers were false, 
and in contravention of a local ordi- 
nance on advertising: 


The Mocted Advertisement. 


“3. The litigation which Claude 
Neon Lights, Inc., has _ brought 
against Federal Electric Company, 
George L. Johnson, and Rainbow 
Luminous Products, Inc. is still pend- 
ing. In this litigation is involved the 
validity of the proposed transfer of 
two-thirds of the stock in the Claude 
Neon Federal Company to Johnson 
or to Rainbow Luminous Products, 
Inc. There has been no settlement 
or compromise of this litigation. 

“6. The contract between Claude 
Neon Lights, Inc. and the Federal 
Electric Company prohibits the amal- 
gamation or consolidation of the 
Claude Neon Federal Company with 
any other company, without the con- 


charge of the bureau, said that the | sent of more than 75 per cent of the 


appearance of the bottle indicated, 


1- | 
that it held twice the amount actua | ownership of chavnes of Clante Maen 


outstanding common stock of the 
Claude Neon Federal Company. The 


Federal Company held by Claude 
Neon Lights, Inc. is sufficient to pre- 
vent any such amalgamation or con- 
solidation.” 


Held to Be True 

Julius H. Cohen, Judge Alfred P. 
W. Seaman and Judge Robert S. 
Johnstone, counsel for Messrs. Hol- 
lingsworth and Kester, issued the 
following statement: 

“The decision by Judge Bijur, dis- 
charging our clients, sustains our 
contention that there was no basis 
for issuing the warrant. Judge Bi- 
jur decided, as a matter of law, that 
Paragraph 3 of our clients’ advertise- 
ment was true. The action was pend- 
ing and the issues undetermined. 
Judge Bijur decided that Paragraph 
6 was equally true. 


Makers of Blades May 
Not Feature Razors 


Philadelphia, March 6.—A 
manufacturer of safety razor 
blades cannot feature names of 
razors which it does not make 
on the package of blades which 
it does make. 

This was the substance of a 
decision of the United States 
Circuit Court of Appeals here. 


“Our clients will take immediate 
steps to secure redress for what we 
regard as a wholly unwarranted use 
of criminal process. 


“The pending equity suit of Claude 
Neon Lights against Bob, Johnson, 
Rainbow Luminous Products, Ince. 
and others, to which the advertise- 
ment referred, will be pressed for 
trial.” 


Claude Neon Lights, Inc., of this 
city, gave out a statement pointing 
out that Mr. Hollingsworth was dec- 
orated by France for his services, and 
continuing: 


Largest Neon Manufacturers 


“The combined Claude Neon Com- 
panies are the largest manufacturers 
of commercial electric displays, their 
associated licensee companies operat- 
ing factories in the principal cities 
of the world. 


“Shortly after the war, the manu- 
facture of Claude Neon displays was 
begun in Paris where they met with 
immediate public approval, over 5,- 
000 separate installations having 
been made in that city. The first 
Claude Neon display was brought to 
this country in 1923 and erected in 
Los Angeles. 


“In 1924 a company was organized 
in New York, followed shortly by 
companies on the Pacific Coast. Fac- 
tories were soon operating in New 
York, Los Angeles, Oakland, Detroit, 
Seattle, Portland, Boston and Atlan- 
ta. Today there are over forty fac- 
tories operating in the United States, 
Canada, Cuba and Mexico, doing a 
business of approximately $20,000,000 
a year. 

“In every case the necessary stock 
was subscribed privately and no pub- 
lic flotations resorted to. In the 
United States alone, the invested cap- 
ital in the associated Claude Neon 
Companies is $45,000,000. 


“About a year ago a company was 
organized with headquarters at Shang- 
hai, China, followed by one in Tokio, 
Japan. Each has established addi- 
tional factory branches. 


“In Australia and New Zealand, 
four factories are in operation and 
three others are planned. 


“The litigation carried on by the 
Claude Neon Companies was neces- 
sary for the protection of their pat- 
ent rights. More than forty prelimi- 
nary and permanent injunctions have 
been secured for infringement on 
Claude patent 1,125,476, which has 


been validated by the United States 
Circuit Court of Appeals.” 


CHANNELS OF FOOD DISTRIBUTION IN LOUISVILLE 


MILLIONS OF DOLLARS 


PRODUCT 


o 


2 


4 6 8 10 


MEATS 


GENERAL LINE 
GROCERIES 
DAIRY & 
PRODUCTS 

CANNED & BOTTLED 
FOODS 


BAKERY PRODUCTS 
VEGETABLES 


FRUITS & NUTS 


CANDY & 
CONFECTIONERY 


SOFT DRINKS 


TOBACCO 


MISCELLANEOUS 
HOUSEHOLD SUPPLIES 


FISH & OTHER 


charged that a classifigd advertise- | 
ment was altered and reprinted in| 
Captain Billy's Whiz Bang. | 


SEA FOOD 
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UNIT ESTIMATES 
FOR PRINTING 
LIKED BY KILBY 


Build Up Actuarial Experiences 
for Buyer 


Wichita, Kan., March 5.—Unit esti- 
mates by printers were recommended 
by Karl E. Kilby, advertising man- 
ager of the Coleman Lamp & Stove 
Co. in the first issue of “The Cham- 
pion,” the new paper of the Champion 
Coated Paper Company, Hamilton, 
Ohio. 

“If it’s a catalog in colors,” said 
Mr. Kilby, “quote me a price so much 
per book, including everything. If 
it’s a circular in four-color process 
which carries enough pages and 
enough cost to warrant a price per 
unit, give me a price of 1 cent each 
or 2 cents or whatever it is. Or if 
the costs are going to run under 
that, then quote a price per 1,000. 
“We've bought several hundred 
thousand dollars worth of printing 
and of all the different methods used, 
we like the unit quotation the best. 
Our purchasing experiences are al- 
most actuarial now in their capacity 
to guide us along the line of safety.” 

The unit method of estimating pre- 
supposes, of course, a knowledge by 
the printer of the total number to be 
printed. Given that information, he 
should have no difficulty in giving a 
unit bid, Mr. Kilby believes. 

Records Are Helpful 

“If an advertising manager keeps 
a record of his costs from year to 
year,” he pointed out, “he won’t be 
long in getting certain kinds of 
work standardized in practically 
every phase of art, cuts, paper and 
press work. He will know that an 
8-page envelope stuffer in two colors 
in quantities of 2,000 ought not to 
cost over a certain figure. So will 
the printer, if he is onto his job.” 

The number of bids on a job is 
determined in the Coleman advertis- 
ing department by the amount of 
money involved. 

“If it’s a small job, involving less 
than $500 or $600, a couple of bids 
are enough,” said Mr. Kilby. “If it’s 
a medium size job, costing up to $2,- 
000 or $3,000, three or four bids are 
enough. If it’s a big job, running 
up to $10,000, we would not consider 
it out of line to ask for five or six 
bids.” 

The printer himself is charged with 
the duty of seeing that every printer 
who is quoting is doing so with the 
same materials and workmanship in 
mind, according to Mr. Kilby. 

“IT don’t think it’s up to me to ini- 
tiate the activity and trouble of get- 
ting all the printers who are bidding 
lined up to bid on a certain grade 
and price of coated paper for a cer- 
tain size booklet to be done in two 
or more colors illustrated by half- 
tones, etc., etc.,” he said. 

“Let the printer ask me when he is 
getting his data if this is the same 
basis on which everybody is figur- 
ing.” 

Incidentally, he separates printers 
into classes, according to the size 
of their plants and sends out invita- 
tions accordingly. 


og 


New Accounts for 


Cramer-Krasselt 


The Cramer-Krasselt Company, ad- 
vertising agency of Milwaukee, has 
obtained the following accounts: 

Bastian-Blessing Company, Chicago, 
welding equipment; Badger Paper 
Mills, Peshtigo, Wis., bond and ledger 
and waxed paper; Fuller-Warren 
Company, Milwaukee, cook stoves; 
All-American Mohawk Corp., Chicago, 
radio; Everhot Heater Company, De 
troit, gas-fired water heaters; Gar 
Wood Engineering Co., Detroit, 
house-heating boilers. 


Women’s Meeting Closed 

A series of closed meetings will be 
held by the Women’s Advertising 
Club of Chicago in anticipation of 
the annual election. Committees for 


this event were named March 4. 
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Newspaper Rates and Newspaper 
Service 


Two items which appeared in the 
March 1 issue of ApvVERTISING AGE are 
well worth consideration, because 
they suggest a contrast which may 
not be sufficiently recognized. 


In one case the report of the Amer- 
ican Association of Advertising Agen- 
cies, showing the differential between 
national and local newspaper adver- 
tising rates, based upon a study of 
newspapers in all circulation groups, 
was presented; and in the other 
were detailed the requests for mer- 
chandising service which Batten, Bar- 
ton, Durstine & Osborn, the agency 
handling the advertising of the Gil- 
lette Safety Razor Company, are send- 
ing out to the newspapers which are 
carrying this advertising. 

The national advertiser or adver- 
tising agent who is interested in the 
possibility of reducing or eliminating 
the differential between national and 
local advertising in newspapers may 
find the reason and the explanation 
for its maintenance in the increasing 
demands which are being made for 
co-operation on the part of newspa- 
pers. They include assisting the na- 
tional advertiser not only to deter- 
mine the character and conditions of 
the market served by the newspaper, 
but actually performing a large part 
of the physical task of distributing 
advertising material, posters, window 
displays and other items in the adver- 
tising campaign, thus spending its 
own money, materials, time and ef- 
fort in work which is obviously of 
great value to the advertiser. 


GUUUUDERDORGQEUEEOUTEQODOREEODOEDORDOREOUGCEEEOOEEL 


Advertising and the National Morale 


The Right Hon. Winston Churchill, , 


M. P., is writing a series of articles 
on America for the London Tele- 
graph. In a recent discussion of 
American industry, he stressed the 
“mass mentality’ of Americans, 
which he said has led them to acept 
the products of mass production. 


He failed to explain that accep- 
tance of these products through ad- 
vertising is what has led to the use 
of commodities by the millions; and 
that the same successful use of ad- 
vertising in Great Britain or any- 
where else, buying power having been 
established, would result in the same 
effect, which is not an evidence of 
mass mentality, but rather represents 
the uniform results of a force whose 
psychological value has been pretty 
well predetermined. 

In another part of his article, Mr. 
Churchill referred to the confident at- 
titude of Americans with reference 
to the subject of material success. 


“The conviction of growing pros- 
perity and that in material things 
the country is on the right lines is 
deeply and widely spread,” he wrote. 
“Moreover, every active, intelligent 
young American feels that he carries, 
like the soldiers of the French revolu- 


It may be stated that the Gillette 
campaign developed some rather un- 
usual requests for service, and that 
few advertisers go this far in asking 
the newspapers for co-operation. 
However, it is undoubtedly true that 
“co-operation,” as it is understood to- 
day by the national advertiser and 
agent, means a lot more than it was 
intended to mean when the newspa- 
pers first began to offer merchandis- 
ing service. 


In this case it is asserted that it 
would cost some of the smaller news- 
papers more to render the service 
than the advertising billing would 
amount to, and while this is not the, 
intention of the advertiser, it is cer- 
tainly true that the agency, like good 
business men, intends to get all that 
can be had for its client in the mat- 
ter of free service. 


If advertisers, in order to be sure 
that the differential against national 
advertising is earned in service, con- 
tinue to pile up demands on newspa- 
pers for aid in distributing as well 
as advertising their goods, it seems 
certain that the goose that laid the 
golden eggs will meet with an un- 
timely end. 

It hardly seems to be in the cards 
for newspaper publishers to give un- 
limited service without being paid for 
it, and it is not easy to believe that 
the national differential will absorb 
all of the special charges which are 
now being added to the cost of 
handling a first-rank national adver- 
tising campaign. 


tion, the baton of a marshal in his 
knapsack. He does not want to pull 
down the millionaire. He wants to 
be one himself. And why not?” 


Again Mr. Churchill fails to credit 
advertising with any part in the de- 
velopment of this national spirit, 
this characteristic optimism and 
morale. Yet we cannot help believ- 
ing that much of this attitude has 
resulted from widespread advertis- 
ing. The constant use of advertis- 
ing is the most accurate connotation 
of success, and it is so recognized. 


Increasing volume of advertising 
bespeaks success to the average read- 
er and consumer, who sees all about 
him the evidences of the new suc- 
cesses which have been won, as well 
as the old ones which have been 
maintained. He sees the advertising 
which accompanies these outstand- 
ing business achievements, and he 
is inclined to credit advertising with 
its share in the result. 


Advertising is not a panacea, but 
one of its by-products has been to 
make Americans feel that everything, 
commercially, is possible, and that 
advertising is one of the forces 
through which to achieve quick suc- 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ApvERTISING AGE. 


21. The Hospital Field. 

An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
none of the existing publications has 
complete coverage of the buying 
power of the field and that it is nec- 
essary to use two or more papers to 
do a good job. Published by Hos- 
pital Management, Chicago. 


44. Kabel 

A 16-page booklet showing the full 
Kabel family cut so far, including 
Kabel, Kabel Bold, Zeppelin, which 
is an inlined Kabel, and a prelimi- 
nary showing of Kabel Light Italic. 
Kabel Bold Italic is also announced 
for future issue. This is a complete 
display of these serifiess type faces, 
which are considered among the best 
of the modern letters. Published by 
the Continental Typefounders Asso- 
ciation, New York. 


45. Art and Utility 

This is a beautifully prepared book 
issued by the Irving-Pitt Manufac- 
turing Company, Kansas City, show- 
ing Irpico process covers for catalogs, 
sales manuals, etc. The binding is a 
sample of this cover, which resembles 
tooled leather. An interesting fea- 
ture is a series of illustrations of 
standardized designs with blank pan- 
els, which can be used for layouts. 
The borders and panels are inter- 
changeable, which permits many com- 
binations without the expense of 
special dies. 


46. Loupe (a magnifying glass) 

The name given to a series of con- 
fidential reports prepared for adver- 
tisers and advertising agents, each 
covering a separate market for 
jewelry. These include an analysis 
of circulation in addition to the mar- 
ket analysis and are unusual for 
their brevity, simplicity and frank- 
ness. Issued by The Jewelers’ Cir- 
cular, New York. 


47. The New Era in Food Distribu- 
tion 

A report of a discussion on food 
advertising and food distribution 
problems at a luncheon tendered to 
food distributors and advertising 
executives by The Food Trades Pub- 
lishing Co., Chicago, by which com- 
pany the booklet is issued. 


48. The Art of Photo-Engraving 

A reprinting in the form of a 64- 
page booklet of the section, “The Art 
and Process of Photo-Engraving,” 
which formed a part of ‘“‘Achievement 
in Photo-Engraving and Letter Press 
Printing” published by subscription in 
1927 at $10 a copy. A complete and 
profusely illustrated description of 
how photo-engravings of all kinds are 
made. Gives information that every 
buyer of engravings will find invalu- 
able, and includes a _ glossary of 
words and terms used in the photo- 
engraving business. Published by the 
American Photo-Engravers Associa- 
tion but procurable only from mem- 
bers. 


49. American Resorts. 

A pocket size booklet of 18 pages 
giving a comprehensive market an- 
alysis of the resort industry in 
America, in the preparation of which 
11,000 such establishments were in- 
vestigated. Published by American 
Resorts, Chicage. 


50. Facts About the Golf Market. 

A folder which presents the major 
sport business from the standpoint of 
golf club investment, expenditures, 
buying practices, selling channels, 
growth and future. Published by 
Golfdom, Chicago. 


53. The Market Ahead 

A folder which estimates the mar- 
ket for electric household appliances 
by comparing the number now in 
use with 19,721,486—the number of 
wired homes in the United States. 
Published by Electrical Merchandis- 


cess. 


ing, New York. 


The well-deserved fate of the 
brazen enough to intrude upon a lady in her bath. 


Dr. Ser5S 


fly who was 


One of the advertisements of Stanco, Inc., New York, 
in the humorous papers. 


How About Trading 


Lists of Speakers? 

To the Editor: May I compliment 
you on the newsy paper you are put- 
ting out for the benefit of advertis- 
ing folk? I find it extremely inter- 
esting. 

In my position as chairman of the 
program committee of the Greater 
Buffalo Advertising club, I welcomed 
the story in the February 15 issue 
giving the program of the Advertis- 
ing-Selling League of Omaha. There 
are a number of good suggestions in 
it for us. 

It occurs to me that advertising 
men generally, and the secretaries 
and officers of advertising clubs in 
particular, would be glad to learn 
of the speakers other leading clubs 
are offering. Here are the ones we 
have definitely contracted for: Sam 
Grathwell, Harold C. Keyes, Capt. 
Donald B. McMillan, Count Von Luck- 
ner, Capt. Bruce Bairnsfather, Sid 
Landon, Tom Skeyhill, and Dr. H. I. 
Jones. 

Donatp A, THOMAS, 
First Vice-President. 
* * * 


Hypodermic Injections 


of Important News 

To the Editor: There is a reat 
need in the advertising field for a 
publication that will give busy ad- 
vertising men concise, accurate and 
timely information on the many sub- 
jects of major importance in the ad- 
vertising field. 

The biggest problem an advertising 
man has to solve is that of doing 48 
hours’ work in 24 hours, and a con- 
densed summary of professional ac- 
tivities is a truly great boon. 

I have read with care every issue 
of ADVERTISING AGE since its first ap- 
pearance, and I want to congratulate 
you upon successfully attaining this 
very desirable objective. 

You are giving advertising men the 
nearest approach to hypodermic form 
that has yet been achieved. 

B. H. MILier, 

Adv. Mgr., The Permutit Co., New 
York. 


Says Advertisement 


Is Client’s Property 

To the Editor: We have been very 

much flattered by requests from ad- 

vertising papers for copies of the 

advertisement of E. R. Squibb & Sons 

which won ,one of the Harvard 
Awards. 


However, we take the position that 


Voice of the Advertiser 


advertisements prepared by us for 
our clients are the property of the 
client, and that we never have the 
right to use that property for either 
our own aggrandizement or that of 
an individual in our organization. 

It is seldom that any one or two 
individuals can rightfully claim 
credit for an advertising campaign. 
The contributions to the. finished 
product are manifold, including art 
departments, business departments 
and the client himself. In these cir- 
cumstances we have adopted the rule 
that anything which may be said 
about an advertisement must be said 
by the client. 

C. S. ANDREss, 
N. W. Ayer & Son, New York. 


* * * 


Scholl Expenditure 


for Advertising 

To the Editor: I was much inter- 
ested in your report of the advertis- 
ing activities of the Scholl Mfg. Com- 
pany, of Chicago, which is doing such 
a big job in the distribution of its 
foot-comfort appliances. 

Dr. Scholl is a real enthusiast on 
advertising; in fact, I believe that 
he is spending a larger percentage of 
gross sales in advertising than any 
other national advertiser. I may be 
wrong, but here are the figures: 

The Scholl Mfg. Company is re- 
ported to have an annual sales vol- 
ume of about $8,000,000, and accord- 
ing to your report is spending $1,250,- 
000 for advertising. This is over 15 
per cent of gross sales. 


Is there any other manufacturer 
who makes a better showing in this 
respect? SHOEMAN. 


* * * 


The Nub of the Situation 


To the Editor: I want to congratu- 
late you in the highest terms pos- 
sible. It seems to me that you are 
producing just the kind of news- 
paper that is needed. 

It is a difficult task for anyone to 
read all of the advertising publica- 
tions, even though they contain in- 
formation that is undoubtedly very 
helpful. 

ADVERTISING AGE is easy to read. 
That is the most severe test of any 
publication. At the same time you 
have been successful in producing @ 
paper that is interesting as well. 

FRANK M. Comrie, 
President, Frank M. Comrie Co., 
Chicago. 
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March 8, 1930 


Advertisers 


Opposed 


to Newspaper Service 


The advertising managers of two 
national advertisers came out flat- 
footed during the past week against 
too much merchandising service by 
newspapers. They are George S. 
Stroud, advertising manager of B. 
Kuppenheimer & Co., Chicago, and C. 
E. Haines, advertising manager of 
Standard Brands, Inc., New Yors. . 

“It is our conviction that such ser- 
vices were inaugurated to « vercome 
the weakness that might be shown In 
circulation statements,” said = Mr. 
Stroud. 

“From our frank discussion of this 
service with newspaper advertising 
managers of repute, we are convinced 
that in many instances, this assumes 
little more than the proportions of a 
promotion racket and is often so 
viewed by those exploiting the serv- 
ice. 

“Concisely, in our opinion, the func- 
tion of a newspaper should be limited 
to the printing of legitimate adver- 


tisements and should not include a 
distribution of supporting material, 
window service, etc.” 


Haines’ Views 


New York, March 7.—(By Wire)— 
The advertising value of a newspaper 
is the proper basis on which to buy 
its space, C. E. Haines, advertising 
manager of Standard Brands, Inc., 
said here. 

“We do not believe that the service 
features offered by certain newspa- 
pers should be taken into considera- 
tion when it comes to choosing 
mediums,” he asserted. 

“Where this additional service is 
available to any advertiser as part of 
the newspaper's policy, we take ad- 
vantage of it, although its value is 
frequently difficult to determine. 

“It has been our observation that 
the amount of co-operation offered by 
newspapers is usually dependent on 
the competition in any given city.” 


This Sales Meeting 
Will Be on Briny 


The Philadelphia Storage 
Battery Co. has chartered the 
steamship Arcadian for a six- 
day trip to Bermuda, during 
which a sales convention will 

. be held. About 500 salesmen 
are eligible. 


‘Literary Digest’ 
Polling Millions 
on Prohibition 


New York, March 6.—The Literary 
Digest is conducting a poll on the 
subject of prohibition, and has asked 
20,000,000 men and women to cast 
ballots. The extent of the poll is 
even greater than those through 
which it has been able to predict the 
results of presidential elections. 

Business reply cards are being 
used, The Literary Digest paying the 
postage on delivery. 

The cards are being mailed at the 
rate of 1,250,000 a day, and the first 
results will be published in the issue 
of March 15. It will take approxi- 
mately ten weeks to compile the re- 
turns. 

The questions asked are: 

1. Do you favor the continuance 
and strict enforcement of the Eigh- 
teenth Amendment and Volstead law? 

2. Do you favor a modification of 
the Volstead Law to permit light 
wines and beer? 

3. Do you favor a repeal of the 
Prohibition Amendment? 

The publication has explained that 
it has no object except to determine 
the sentiment of the American peo- 
ple, and that it is neither for nor 
against prohibition. 


N.1. A. A. Sets Convention 
Date 


The next convention of the Na- 
tional Industrial Advertisers Asso- 
cation will be held at the Green 
Briar Hotel, White Sulphur Springs, 
W. Va., early in May, 1931, the di- 
rectors have announced. 


Directs Watch Advertising 

The Helbros Watch Company, New 
York, has appointed the Lawrence 
Fertig Company to direct its adver- 
tising. Magazines, radio, newspa- 
pers and business papers will be 
used. 


How Windows Pull 


That one in eight who walk by the 
average city drug store stops to look 
at the windows, and that 46 per cent 
of those who look enter the store, is 
indicated by a survey by Drug Topics. 


Promoting Golf Bag Sales 

The Mutual Brief Case Company, 
Newark, has appointed T. W. Gold- 
ing manager of golf bag promotion. 
The company operates its own tan- 
hery. 


Standard Using 
1,500 Weeklies 
and 500 Dailies 


One of the largest newspaper cam- 
paigns of the year has been launched 
by the Standard Oil Company (Indi- 
ana) in behalf of the New Isovis and 
the New Polarine, its motor oils, 
which are now being made by a new 
manufacturing process. 

Five hundred dailies and 1,500 
weeklies in the ten states served by 
the company are.being used. A full- 
page advertisement in 103 of the dail- 
ies on March 7 opened the campaign, 
announcing that the new products 
would be explained for the first time 
in a broadcast over the Columbia 
Broadcasting System the evening of 
March 12. 

The products will be placed on sale 
March 13, and on the same day addi- 
tional full pages will be used. The 
big drive will be continued until July 
1, and the campaign will then taper 
off into the fall months. The space 
which is being generally used in the 
weeklies is 60 inches. 

N. H. Read is advertising manager 
of Standard Oil Company (Indiana) 
and the business is being placed by 
the H. K. McCann Company’s Chicago 
office. 


Advertising Club May 


Direct Charity Drive 

The Community Chest of Jackson- 
ville has asked the Advertising 
Club of that city to handle its edu- 
cational publicity program for the 
next year, and in support of its re- 
quest has cited the success of the 
Grand Rapids Advertising Club in 
the same capacity. 

The request is under considera- 
tion by a committee consisting of 
F. P. Beddow, chairman; Herbert 
Bayer, Harry Brodia, J. M. Elliott 
and M. T. Newman. 


Made Style Director 

Edward Warnshuis, late of Mar- 
shall Field & Co., Chicago, has be- 
come merchandising and style direc- 
tor for the Ault-Williamson Shoe 
Company, Boston, and the Ault- 
Shackford Shoe Company, Auburn, 
he 


Appoint Foreign 
Distributor 
The Markt & Schaefer Co., New 
York, has been appointed foreign dis- 
tributor by the Alliance Manufactur- 
ing Company, Alliance, O. 


Joins “Breeder’s Gazette” 

George W. Rankin has been ap- 
pointed vice-president and general 
manager of Breeder's Gazette, Chi- 
cago. He was advertising manager 
of Hoard’s Dairyman for many years. 


Oldest Jewish Weekly Sold 


Henry and A. L. Segal have pur- 
chased The American Israelite, Cin- 
cinnati, the oldest Anglo-Jewish 
weekly in America. Henry Segal 


will continue as managing editor. 


ADVERTISING AGE 


Ties Face Board 
Struggles With 
Simplification 


Washington, March 4.—Manufac- 
turers of type faces were given their 
day in court yesterday when they ap- 
peared before a meeting of the Na- 
tional Board on Printing Type Faces 
for Advertising, held under the aus- 


E. M. Diamant 


pices of the Division of Simplified 
Practice, Bureau of Standards. 

The typefounders asked members of 
the Board to enlighten them on the 
aims of the organization. E. M. Dia- 
mant, New York, chairman, quoted 
the resolution adopted at the last 
convention of the Advertising Typo- 
graphers of America that “a national 
board be organized whose function 
it shall be to pass judgment on all 
new type faces offered from either 
foreign or domestic sources and to 
recommend those faces they believe 
to be of value to typography and ad- 
vertising.” 

The Board asked for the co-opera- 
tion of the typefounders in eliminat- 
ing excessive diversity of type faces, 
and adopting a scientific, sensible and 
fair solution from a practical view- 
point. 

Government experts stressed the 
need for legibility in types, but made 
it clear that the principal function 
of the Division is in co-ordinating 
preliminary work. General adoption 
of a simplification program must 
originate within the industry, it was 
pointed out. 


Binders Adopt Mules 
for Gold Stamping 


The executive committee of the 
Employing Bookbinders of America 
has adopted resolutions governing 
the use of gold stamping. 

These terms as applied to the hot 
die stamping of book covers will be 
considered as_ standard  specifica- 
tions, and will be used by members 
of the organization in referring to 
this work. The resolutions provide: 

“1. ‘Stamped in Gold’ shall mean 
genuine leaf gold of not less than 22 
karat. When less than 22 karat is 
used, the karat must be specified. 

“2. ‘Stamped in Imitation Gold’ 
shall be particularlized as to the 
form thereof, viz: 

“a. Flat imitation gold with- 
out paper back. 


“b. Paper backed imitation 
gold. 
“ce. Gold ink. 


“That the members of the Em- 
ploying Bookbinders of America and 
book publishers be urged to use 
these terms in the manufacture of 
books, and that the publishers use 
them in advertising. 

“That any deviation from these 
specifications by the book manufac- 
turer with intent to defraud the pub- 
lisher or the public shall be brought 
to the attention of the association.” 


MacDougal with Ayer 


Russell K. MacDougal, former 
newspaper editor and advertising 
executive, has joined the Chicago 
staff of N. W. Ayer & Son, Philadel- 
phia. 


McCahill Promoted 
Charles F. McCahill, vice-president 
and business manager of the Cleve- 
land News, has been made a director 


of the Cleveland Company, the pub- 


Jersey May Ban 
Radio in Automobiles 


Trenton, N. J., March 6.— 
Unless manufacturers abandon 
the idea of a combination of 
radio and automobiles, the 
state will take action, William 
L. Dill, motor vehicle commis- 
sioner, indicated today. 

He said that Massachusetts 
and New Hampshire refuse to 
register cars equipped with 
radio. 


New Counsel Will 
Place Art Upon 
Selling Basis 


New York, March 7.—Announce- 
ment of plans of the Industrial Art 
Counsel, Inc., was made by David B. 
Hills, president, following a meeting 
of the advisory board. Its purpose is 
to provide complete art counsel as a 
law firm offers complete legal coun- 
sel. 

Mr. Hills said: “The increasing 
importance of style and design in 
modern merchandising has made it 
imperative to give careful attention 
to these problems. But until now 
there has been no means by which 
the entire presentation of a product 
to the public could be styled, from 
letter-head and advertising, to de- 
livery truck and package, on a prac- 
tical basis of market research. 

“The advisory board of the Art 
Counsel includes representatives from 
every field of art, so that it will be 
possible to refer any specialized art 
problem to an expert. Final recom- 
mendations will come from a com- 
mittee made up of men and women 
who are qualified to judge the sell- 
ing force of art. These consultants 
keep the manufacturer informed of 
trends of style, color and finish of 
merchandise, and advise where re- 
design of either the art presentation 
or the product itself is advisable. 

“A competent authority has pre- 
dicted that ten years from now prac- 
tically all manufactured wares on the 
market today will have changed their 
form completely. 

“This does not mean that the new 
organization should commit itself to 
modernistic art. Far from it. The 
Counsel will not be committed to any 
one school of design. Frequently, ex- 
tended research is necessary to deter- 
mine the kind of art that will adver- 
tise a product with maximum effec- 
tiveness. 

“The test that modern industrial 
art must learn to apply is not, ‘Is it 
art?’, but ‘Will it sell?’ Only if a 
manufacturer’s art is merchandised 
in this specific manner will it serve 
the purpose.” 


Merchandise Returns 


Reach Huge Sum 

“The returned goods problem is in- 
creasing so rapidly that merchants 
have petitioned the Department of 
Commerce to hold a national con- 
ference on the subject,” said Paul 
R. Ladd, secretary of the Retail Mer- 
chants Division of the Chamber of 
Commerce, in a recent address be- 
fore the Women’s Advertising Club 
of Providence. 

“Five hundred and seventy-five de- 
partment and specialty stores esti- 
mate the value of merchandise re- 
turned yearly at $99,137,375.” 


Joins Enna Jettick 

Charles W. Alexander, for many 
years advertising manager of the 
United States Shoe Company, Cin- 
cinnati, has joined the advertising 
staff of Dunn & McCarthy, Inc., 
Auburn, N. Y., manufacturers of 
Enna Jettick shoes. 


Named Outdoor Director 

Ernest Dallis, of the Johnson-Dal- 
lis Company, Atlanta, and at one 
time secretary of the American As- 
sociation of Advertising Agencies, 
was elected a director of the Na- 
tional Outdoor Advertising Bureau 
at its recent meeting in New York. 


With Wisconsin Paper 
Edwin Rogers has been appointed 
advertising manager of the Marsh- 


lisher. 


The New Era in FOOD 


DISTRIBUTION 


Covering all the major 
factors in the wholesale dis- 
tribution of food. A modern 
business journal in tune with 
the progressive and chang- 
ing tempo of business. A 
perfect medium for the ad- 
vertising of everything sold 
through the large food dis- 
tribution channels—and for 
the advertising of machines 
and methods to expedite the 
food distribution process. 


FOOD TRADES PUBLISHING (0., Inc 
37 West Van Buren Street, Chicago 
55 West 42nd Street, New York City 
681 Market Street, San Francisco 


$$ Three Billion $$ 


and more will be spent by the 
American public in search of rest, 
recreation, and health during 1930. 


The operators of resorts and hotels 
will in turn spend a large portion of 
this sum for food, equipment, and 
supplies. 


This rich and rapidly growing in- 
dustry is completely covered by 


American Resorts 


Write for your copy of a compre- 
hensive survey of this industry which 
we have just completed. 


Patterson Publishing Co. 
5 South Wabash Avenue 
CHICAGO 
Also publishers of The American 


Restaurant Magazine—the recognized 
authority in its field. 


NEL SE 

Over 5,000 industrial execu- 
tives who each annually direct the 
handling of an average of 506,- 
000 tons of merchandise and 
materials, and over 2,200 trans- 
portation executives read the 
TRAFFIC WORLD. 


VaTT1ic 
ov 


H. W. KELLOGG, Adv. Mgr. 
418 S. Market Street 
Chicago, III. 


New York Office 51 E. 42nd Street 
News Bureau Washington, D. C. 


Traffic In All Its Phases 


Material Handling, Packing, Ware- 
housing, Air, Motor, Rail and Water 
Transport. 


A REAL HELP 


for You 


Ir You BUY, sell, or have a part in the pro- 
duction of engraving or printing, you need 


“Commercial Engraving and Printing” 
By Charles W. Hackleman : 


This is a remarkable book now in dany . 
by thousands of printers, advertising men, r“~ 
lishers, photographers, artists, engravers, nu. 
men, teachers, students and othe. 


840 pages—1500 illustrations 
35 related subjects 


It will answer questions about photographs 
drawings, processes of engraving, electrotyping. 
methods of printing, paper, type, color, ink, 
layout, size, form, design, retouching, grouping, 
copper plates, steel dies, bossing, st i 
cutting dies, photo-geiatin, photogravure, ro- 
ta: photogravure, posters, folding, binding, 
and a thousand and one questions and problems 
about what can be done, what cannot be done, 
and how it can be done best, quickest and least 
expensively. 

It will help you to get ahead by maki 

your service more uable to ean 

Write for FREE illustrated prospectus show- 
ing sample pages, full outline of contents, ap- 
proval offer and other information, which will 
be mailed without obligating you in any way. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


field Journal. 


537 S. Dearborn St. Chicago 
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Style Worm to Turn? 


Washington, March 6—A 
Paris house has bought a large 
supply of ostrich feathers 
from an African concern, the 
Department of Commerce has 
learned. They will be used for 
trimmings for women’s §gar- 
ments. 

The order, the largest placed 
since the war, presages a re- 
vival of the African feather in- 
dustry. 


Mowry in New York 
Don E. Mowry, member of the 
commission of the Advertising Fed- 
eration of America, has moved to 
New York, where he will continue as 
secretary of the American Commu- 
nity Advertising Association. 


BROADCAST 
ADVERTISING 


CAREFULLY 

edited monthly 

devoted to advertising 
over the air. 


Subscription price 
$2.00 a year. 


Write for a sample 
copy on your business 
letterhead. 


Broadcast Advertising 
442 Seuth Dearborn St. 
Chicago, Hil. 


Tell phew 


50,000 
SUBSCRIBERS 


le Sources 
Pe nc 


I50Q00 
READERS 


fel 


NewYork 
8East 13% Street. 


Electrotypes 


Stereotypes 
Matrices 


‘Typography 


y 


WESTERN NEWSPAPER UNION 
NEW YORK CITY CHICAGO 
310 East 45th St. 210 So. Desplaines St. 
and 34 other cities 


| pressed 


ADVERTISING AGE 


Is Upheld by Court 


Cleveland, March 6—(by wire)— 
The freedom of the press was upheld 
today when the Cuyahoga County 
Court of Appeals freed two members 
of the organization of the Cleveland 
Press from charges of contempt of 
court, involving fines and jail sen- 
tences. The verdict was unanimous. 

The newspaper men are Louis B. 
Seltzer, editor, and Carlton K. Mat- 
son, chief editorial writer, of the 
Cleveland Press. Their alleged of- 
fense was committed July 17, 1929, 
when they criticised Judge Frederick 
P. Walther for issuing an injunction 
in behalf of Thistledown race track. 
The Judge promptly found them 
guilty of contempt and sentenced 
each to 30 days in jail.and to pay a 
fine of $500 and costs. 

Committed Three Errors 

The Appellate Court held that 
Judge Walther erred in imposing a 
penalty in excess of that provided by 
law, in treating the editorials as con- 
temptuous, and in sitting as trial 
judge in the case. 

Judge Willis K. Vickery, express- 
ing the court’s consensus, said: 

“We believe the ends of justice will 
be better served if judges refer mat- 
ters of contempt, other than those 
committed in their immediate pres- 
ence, to another.” 

Characterizing the sentence as “an 
abuse of discretion and good taste,” 
Judge Vickery continued: 


“We live in an age of pitiless pub- 
licity and one in which freedom of 
speech and a free press are para- 
mount issues. People should be al- 
lowed to say what they please, and 
newspapers to print what they 
please, since they are liable under 
the laws of slander and libel. 

“Because a man rises to the bench, 
it does not necessarily mean that he 
has changed his temperament or his 
inclination to get excited. If he can 
set himself above other mortals and 
sit in judgment on grievances in 
which he is the injured party, we are 
establishing a dangerous precedent. 

Press Must Be Free 

“It is better for a judge to be 
ruffed and agitated than that the 
mouth of the press be stifled. It is 
better that the press be free, speech 
be free, the right of assemblage be 
free, and the right to air opinions be 
free, than that they be uttered in 
fear and trembling. A free people 
must have a free press and the right 
to speak their thoughts freely.” 

Newton D. Baker, fornfer Secretary 
of War, represented the _ editors. 
Judge Walther did not employ coun- 
sel and the court praised Mr. Baker 
for presenting both sides of the case. 

Since Messrs. Saltzer and Matson 
were sentenced, they have been much 
in the public eye. They have ad- 
dressed several local advertising 
clubs recently. 


Specialties Are 
Always Turning 
Into Commodities 


Cleveland, March 6.—Glenn Eddy, 
advertising manager for the Ohio 
Brass Company, of Mansfield, O., ex- 
some original ideas on 
“what’s the matter with selling,” in 
an address here. 

He said most people confuse the 
problem of selling commodities with 
that of selling specialties. He says 
they have separate fields and differ- 
ent technique is required. 

“The field of specialty selling,” 
he said, “is full of good salesmen. 
Probably too many. They build up a 
product as a specialty, and when it 
comes to be pretty well known and 
the patents have expired, somebody 
takes it up as a commodity and un- 
dercuts the originators. Specialties 
are becoming commodities all the 
time. They meet the three-ply re- 
quirement of price, quality and de- 
livery. 

“The trick is to know when this 
is happening and apply good com- 
modity selling methods. But what 
are they? We have been spending so 
much effort on specialty selling that 
nobody really knows how to sell com- 
modities any more.” 


Two More Enter ~ 
Refrigerator Field 


The American Foundry Equipment 
Company, Mishawaka, Ind., will enter 
the electric refrigeration field. 

So will the Norge Corporation, of 
Detroit, a subsidiary of the Borg- 
Warner Corporation. 


Illinois Publisher Passes 


John H. Harrison, editor and pub- 
lisher of the Danville Commercial- 
News, died March 2 at Miami Beach, 
Fia., where he had gone to recuperate 
from a recent illness. Mr. Harrison 
was 63 years old. Funeral services 
were held in Danville Thursday. 


New Register in April 

The 1930 edition of the Standard 
Advertising Register will be out in 
April. A new feature is the expan- 
sion of personnel reports to indicate 
the names of purchasing agents, 
printing buyers, etc. 


Plan Third Radio Chain 


Plans for the creation of a third 
broadcasting chain, with Station 
WGBS, New York, as the key station, 
have been announced. 


Camera Shoots 
Three Primary 
Colors at Once 


A new process of making color 
plates has been developed in this 
country as the result of the perfec- 
tion of'a Frénch camera which ex- 
poses the three primary color plates 
simultaneously through one lens. 
One of the two such cameras in the 
United States is owned by the Rose- 
now Company, of Chicago. 

“It has been possible heretofore 
realistically to reproduce subjects 
from still life in color only by giv- 
ing each color plate a separate ex- 
posure,” said B. A. Patterson, gen- 
eral manager of the company. 

“With our new camera we can 
get the same result from life. Lit- 
tle more time is required than in 
making the average kodak snapshot. 

“Photographed in their natural 
colors direct from living models, 
all kinds of merchandise take on a 
new advertising significance. Thou- 
sands of commodities may now be 
presented in this new, eye-arresting 
manner. This method is second only 
to placing the merchanudise in the 
hands of the prospective user.” 


Leaves S. W. Straus 

H. B. Matthews has resigned as ad- 
vertising director and vice-president 
of S. W. Straus & Co., New York, to 
become a consultant in advertising 
and public relations. He is the au- 
thor of “How to Invest Money,” 
“Common Sense in Investing Money,” 
and other books. 


Issue Deluxe Copies of 


“Ladies’ Home Journal” 

Philadelphia, March 6—Advertis- 
ers in the Ladies’ Home Journal are 
being sent de luxe copies in card- 
board covers and enclosed in silver 
paper. 


To Edit “Commercial 
West” 


Willis L. Williams has been ap- 
pointed editor of Commercial West, of 
Minneapolis. He has been managing 
editor. Rolf B. Haugen has been 
made associate editor. 


“Record” Has Counselor 

The Philadelphia Record has em- 
ployed an advertising counselor in 
the person of Eugene McCuckin, 
head of the agency of that name. 

John Cleary, formerly of the old 
North American, is now advertising 
manager of the Record. 


F reedom of the Press 


RE-ELECTED 


H. R. Cockfield 


Canadian Agents 
Set Precedent at 
Annual Election 


Toronto, March 6—For the first 
time since its organization, the Cana- 
dian Association of Advertising 
Agencies re-elected a president to suc- 
ceed himself. The old and new presi- 
dent is H. R. Cockfield, of Cockfield, 
Brown & Co., Montreal. 

Others were chosen as follows: 

Vice-president, Adam Smith, R. C. 
Smith & Son; treasurer, E. W. Rey- 
nolds, E. W. Reynolds & Co.; direc- 
tors: W. E. Cox, Norris-Patterson; 
H. H. Prittie, A. McKim, Ltd.; B. H. 
Bramble, Baker Advertising Agency; 
R. C. Ronalds, Ronalds Advertising 
Agency; G. H. MacDonald, G. H. Mac- 
Donald & Co. 

A. E. Wright, of Cockfield, Brown 
& Co., is secretary. 


Made Vice-President 

Herbert F. King has been elected 
vice-president of the Whitten Adver- 
tising Agency, Boston. He has been 
account executive. 

The U. S. Bobbin & Shuttle Co., 
Manchester, N. H., has placed its ad- 
vertising account with the Whitten 
Agency. 


|Congoleum-Nairn 


Are Using Forty 
Radio Stations 


New York, March 6—The most ex. 
tensive radio advertising campaign ip 
the history of commercial broadcast. 
ing was recently inaugurated by Cop. 
goleum-Nairn, Inc., Kearney, N. J,, 
manufacturers of Gold Seal congo. 
leum rugs and Sealex linoleum. 


Forty stations throughout the 
United States are being used with the 
exception of those on the Pacific 
Coast. The campaign is in charge of 
the Erickson Company, Inc., local 
agency, under the personal superyj- 
sion of E. C. Bennett, vice-president, 
and Sedley Brown, director of mar. 
keting. 


The plan used is unique in that the 
broadcasting is not over a network 
but is individually given once each 
week over the forty stations by a 
staff of eight prominent women who 
are experts in their respective fields, 
They travel from city to city. As 
there are broadcasts from eight of the 
stations every day, the entire 40 will 
be reached during the course of each 
week. 


This staff and their specialties in- 
clude Zella Drake Harper and Flor- 
ence Allen Coe, interior decorations; 
Irene Wright, beauty and cosmetics; 
Florence Lee, food facts; May Piper 
Spear, style hints; Edna Sparkman, 
kitchen kinks; Madame Metzelthin, 
health and happiness, and Pauline 
Smith, fashion notes. 


Each will make a complete tour of 
the forty stations in the course of 
eight weeks. 


The programs are broadcast in the 
morning. Later the same day the 
speakers hold radio parties to greet 
in person as many of their listeners 
as care to visit them, these parties 
being given at the studio, in some 
leading hotel or at the store of a local 
dealer. 


The retailers handling Congoleum- 
Nairn products tie up with the cam- 
paigns by sponsoring what is known 
as the Women’s Radio Institute, mem- 
bership in which is free to all 
women. Those joining receive from 
New York headquarters a copy of @ 
new magazine called the Journal of 
the Women’s Radio Institute, and 
also an attractively printed member- 


ship card. 


HOW CONGOLEUM-NAIRN MERCHANDISE RADIO PRO- 


GRAM TO DEALERS 


CONGOLEUM NAIRN 
SPECIAL CHAIN 


WATTS 


514,400 WATTS 


Aaa 


N.B.C. BLUE NETWORK and Supplementary Sta. 


COLUMBIA and Supplementary 


N.B. C. RED NETWORK and Supplementary Stations 


CONGOLEUM NAIRN SPECIAL CHAIN 
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than in 1928. 


Proof 
o the Pudding 


AS LTT, 


The first 31 chain systems report- 
February sales had an aggre- 
gate of $128,760,000, an increase of 
6.8 per cent over the same month 
of 1929. The Walgreen Company 
had an increase of 34.2 per cent, 
accounted for in part by a larger 
number of units. 
. * 7 

The Simmons Company increased 
its 1929 net profit while picking up 
a few subsidiaries in the furniture 
field. It increased 1928 net of 
$4,275,370 to $4,695,572 in 1929, the 
latter figure being equivalent to 
$4.69 per common share. 

+ 7 . 

Some of the automobile com- 
panies had a satisfactory February 
while others were worrying about 
the business depression. The Buick 
Motor Car Company shipped 8,842 
Buicks and Marquettes in February 
against 7,299 in January. 

Reo shipped 2,568 cars and trucks 
in February, compared with 2,034 
in January. Hupp fell from 2,255 in 
January to 2,029 in February. 

* * 7 

The Axton-Fisher Tobacco Com- 
pany had a net profit of $180,613 in 
1928. For 1929, the figure was $520,- 
721, after payment of Federal taxes. 


* * * 
Cuts in tire prices affected net 
income of the Kelly-Springfield 


Tire Company in 1929, net loss for 
the year being $1,346,417. In addi- 
tion, sales were reduced during the 
last quarter and a decline in raw 
material prices also was felt. How- 
ever, a better showing was made 


Coca-Cola declared a quarterly 
dividend of $1.50 on common stock, 
placing it on a $6 annual basis, in- 
stead of $4, as heretofore. 


Calif. Pennzoil 
Adds Mediums to 
1930 Schedule 


San Francisco, March 6—The Penn- 
zoil Company, of California, makers 
of Pennzoil motor oils and greases, 
have just announced a marked in- 
crease in advertising volume for 1930. 

In addition to the magazine adver- 
tising on Pennzoil, placed from Oil 
City, Pa., the refinery headquarters, 
the Western office will inaugurate an 
extensive newspaper campaign, sup- 
ported by outdoor advertising and 
space in business papers. ' 

The copy is now being written in 
the local office of the Hamman-Lesan 
Company. 

Effective April 1, this agency will 
direct the advertising of the Union 
Pacific Railroad in Northern Cali- 
fornia newspapers. The road’s adver- 
tising in Los Angeles and Salt Lake 
City is also handled by Hamman- 
Lesan. 


Retail Members Win 
Toledo Club’s Contest 


Retail members of the Toledo Ad- 
vertising Club won the attendance 
contest recently staged and were 
guests of the club at a luncheon. 
Final standing in the contest was as 
follows: 

Retail, Agency, Direct Mail, Out- 
door Display, General, Arts-Crafts, 
Publication, Industrial. 


Bernard Hausfeld Dead 


Bernard J. Hausfeld, advertising 
Manager of The Lunkenheimer Com- 
Pany, of Cincinnati, died at his home 
in that city recently. Mr. Hausfeld 
Was prominent in industrial advertis- 
ing circles, belonging to the industrial 
club of the Queen City. He was also 
_—* of the general advertising 
Club. 


Paris Retires 

Daniel Paris, head of the Daniel 
EB. Paris Advertising Agency, Bos- 
ton, has retired and is succeeded by 
Sherman B. Paris. 

The Carter’s Ink account, formerly 
handled by this agency, has been 
transferred to the J. Walter Thomp- 
80n Company. : 


New York. March 6.—Gilbert T. 
Hodges, member of the board of Ad- 
vertising Federation of America and 
a member of the executive board of 
the New York Sun will head the gen- 
eral convention committee for the 


re 


ae 


Gilbert T. Hodges 


twenty-sixth annual convention of the 
Federation, to be held at the Willard 
hotel, Washington, May 18-21. 
Francis H. Sisson, vice president 
of the Guaranty Trust Company, New 
York, will be chairman of the general 
program committee. Vice-chairmen 
of the program committee will be T. 
F. Driscoll, advertising manager of 
Armour & Co., Chicago; Walter A. 
Folger, Pacific Telephone & Telegraph 
Co., San Francisco; and Harold Ston- 
ier, educational director of the Amer- 


Ernest S. Johnston 
President of Advertising Club 
of Washington 


ican Institute of Banking, a section 
of the American Bankers Association, 
New York. 

The chairman of the publicity com- 
mittee will be Frederic W. Hume, 


Convention Committee 


public relations counsel, of New 


York. 


There will be four chairmen of the 
attendance committee: Robert J. 
Virtue, of Charles H. Eddy & Co., 
Chicago; Lorry A. Jacobs, Southland 
Life Insurance Company, Dallas; 
Herbert Hilscher, San Francisco, and 
a chairman in the East to be an- 
nounced later. , 

These appointments were an- 
nounced today by President C. C. 
Younggreen following a conference 
with members of the board of direc- 
tors last week in New York. The 
chairman of the board is Walter A. 
Strong, publisher of the Chicago 
Daily News. 

Mr. Hodges was chairman of the 
program committee of the interna- 
tional advertising convention in Ber- 
lin last summer and distinguished 
himself by the masterful way in 
which he conducted the program. He 
is the immediate past president of 
the Advertising Club of New York. 

Mr. Sisson is the former treasurer 
of the Advertising Federation and 


Francis Sisson 


has served on the board of directors 
since the Philadelphia convention in 
1926. 

Mr. Driscoll is an active member 
of the Advertising Council of the 
Chicago Association of Commerce, as 
is Mr. Virtue. Mr. Virtue headed the 
On-to-Denver committee of the Adver- 
tising Council at the Federation con- 
vention there in 1927. 

Mr. Stonier is a former president 
of the Pacific Advertising Clubs As- 
sociation, former president of the 
Advertising Club of Los Angeles and 
a member of the advisory commit- 
tee of the Federation’s Bureau of Re- 
search and Education. 

Mr. Jacobs is the governor of the 
Tenth District of the Advertising 
Federation. 

Mr. Hume is vice-president of the 
Advertising Club of New York and 
was chairman of the publicity com- 
mittee for the Berlin convention. 
He is a former managing director 
of the National Publishers Associa- 
tion and was for some years a politi- 
cal writer on the New York World. 


Promoted by Westcott 


pointed executive assistant sales man- 
ager of the Westcott Hosiery Mills, 
Dalton, Ga., with full direction of 
salesmen, territories and accounts for 
both the Fabrimode and Mode-Mod- 
eled divisions. 


Clifford Hathorn has been ap- 
agency. 


Company, Boston. 


Heads Crosley Sales 


F. G. Macomber has been appointed 
general sales manager of the Crosley 
Radio Corporation, of Cincinnati. 
He has been in the radio distributing 
field. 


Walter J. Single has been ap- 


Made Field Representative 


pointed field representative for Maine 
by Edmund S. Whitten, Inc., Boston 


The agency is handling the account 
of the Champion Metal Weatherstrip 


Joins Advertising Agency 

C. I. Moody, of Conger & Moody, 
publishers’ representatives of San 
Francisco and Los Angeles, has re- 
signed to join the Henry E. Millar 
Advertising Company, Los Angeles. 

H. H. Conger will continue the busi- 
ness under his own name. 


e 

New Work for Young 

Charles S. Young, former publisher 
of the San Francisco Call-Bulletin, 
has resigned, but will remain with 
the paper in a special advertising 
capacity. The new publisher is Rob- 
ert P. Holliday. ‘ 


Toronto Agent Dead 
James Ross Munro, account execu- 
tive of the William Findlay Adver- 
tising Company, Toronto, died Febru- 
ary 28. He was personal publicity 
agent for the Rt. Hon. MacKenzie 

King, Premier of Canada, in 19265. 


IN. Y. Typographers 


Merge to Create 
World’s Biggest 


New York, March 7.—(By Wire)— 
Forming the largest advertising typo- 
graphical house in the world, the 
Montague Lee Company and Frederic 
Nelson Phillips, Inc., have merged 
as Lee & Phillips, Inc. 

The merger also includes the Gra- 
phic Typesetting Corporation and 
Caxton Typographers. 

Frederic Nelson Phillips is chair- 
man of the board; Montague Lee, 
president; Robert W. Warren, vice- 
president, and Wilson Goodbody, sec- 
retary. 


900 at Women’s Dance 

Philadelphia, March 7—When it 
comes to dancing, the Philadelphia 
Club of Advertising Women surren- 
ders to no one. It gave a Danse 
Modern at the Bellevue-Stratford, the 
fourteenth annual event of the kind. 
More than 900 attended. 


Adds Sunday Edition 
The Mobile News-Item has issued 
a new rate card covering insertions 
in its Sunday edition, recently 
started. 


Toledo Club Holds 


Its Spring Frolic 
Toledo, March 7—The spring frolic 
of the Toledo Advertising Club was 
held at the Trilby Masonic Log Cabin 
tonight. P. R. Hughes, in charge of 
ticket sales, did a good job. 
A pleasant time was had by all. 


Procter Wins Door Prize 

William Cooper Procter, president 
of the Procter & Gamble Co., Cincin- 
nati advertising agency, won the door 
prize at last week’s meeting of the 
Advertisers’ Club of Cincinnati. 

It was a good book: a Bible. 


To Edit “Good Roads” 

Charles R. Thomas has been ap- 
pointed editor of Good Roads, Chi- 
cago. He has been with a number of 
industrial publications and is recog- 
nized as an authority on road con- 
struction. 


Appoints Newark Agency 

The Superior Resistor Corporation, 
Newark, N. J., has placed its adver- 
tising account with the Chas. Dallas 
Reach Agency, of that city. Business 
papers and direct mail will be used. 


Has Financial Account 

The advertising account of the 
Public National Bank & Trust Co., 
of New York has been placed with 
the Arthur Hirshon Company. 


BOUND-INDEXED 
Handy to File 


MEDIA ANALYSIS 
For Primary Field 


WEEKLY SERVICE 
On New Advertisers 


These are the Primary Media and show you 
the scope and consumer approach of your 
competitors for public 


245 Fifth Avenue, New York 
Water Street, Boston 


The National 
Advertising 


Records 


SELLING—is the major problem of our time, and ADVERTISING is its hand 
maiden. The Sales Strategy and Advertising Policy of each national advertiser 
unfold before your eyes month by month, if you are a subscriber to 


THE NATIONAL ADVERTISING RECORDS 


The primary media field is accurately and thoroughly checked for you month by month 


General Magazine Field, Farm Field, Radiocasting 


No ADVERTISER, AGENCY, or PUBLISHER can affor 
NATIONAL ADVERTISING RECORDS 


Confer today with our nearest office and have them shown to you. 
Special Reports Compiled on A pplication. 


The COST is small, the SERVICE is great! 


NATIONAL REGISTER PUBLISHING CO. 


NEW YORK, N. Y. — Sole Sales Agent 


BOUND-INDEXED 
Handy for Reference 


YEARLY COMPARISON 
Since 1924 


ANALYTICAL TABLES 
In Each Field 


The strength and weakness of each publica- 
tion is accurately plotted for you in each 
iven field. 

to be without the 


140 South Dearborn Street, Chicago 
Russ Building, San Francisco 


Chamber of Commerce Building, Los Angeles 


quantity. 


CREAM! 


HOSPITAL MANAGEMENT reaches the 

cream of its field, all over the country—the 
leading institutions everywhere, comprising the 
best in quality and the bulk of the market in 


Recent surveys of our circulation in two of the 
largest cities in the country, one in the East and 
one in the West, are available to those interested 
in this rich market. They lead strikingly and con- 
vincingly to the conclusion suggested above. 


You can reach the hospital market with high 
efficiency and economy through HOSPITAL 
MANAGEMENT, receiving without additional 
charge a complete sales service—directory, daily 
information bulletin and listing of your literature. 


Let us help you get your share of one hundred 
million dollars spent every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A. B. C.—A. B. P. 


537 S. Dearborn Street 
Chicago, IIl. 
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FUTURE TRADE 
FORECAST BY 
MONEY RATES 


Found to Be infallible Index 
by Simonds 


Major movements in money rates, 
reversed, have accurately forecast the 
future of industrial production and 
the volume of manufacture for many 
years, John G. Thompson, assistant 
to the president, Simonds Saw & Steel 
Co., Fitchburg, Mass., told the Indus- 
trial Marketing Division of the Amer- 
ican Management Association at its 


The 


Jewelers’ Circular 


“The Recognized Authority of the Trade” 


Applicant for Membership 
in the 


A. B. C. 


For over 61 years the 
leading publication 
serving the jewelry and 
allied industry. 


The Jewelers’ Circular 
A Unit of the United Business Publishers 


239 West 39th St., New York 


Paid Circulation 10,459 
Total Distribution 12,000 


Pierces 
THE WALLS 


of the 

Advertising World 
Advertising 
Procedure 


By Otto KLEPPNER 


President, The Kleppner Co., Inc. 
Advertising Agency, New York 


Presents a thorough, up-to-date 
treatment of the subject, and 
pierces the walls of the advertis- 
ing world, to show how ideas are 
transformed into “copy.” 


The book is practical. It is writ- 
ten by an experienced advertis- 
ing man and is based upon the 
Advertising Spiral. This Spiral is a 
very simple principle, but it clari- 
fies the most important part of 
pencoteata, the creating of the 
idea. 


Profusely illustrated. Contains 
tabulated charts, a glossary of 
advertising terms, and a bibli- 
ography. , 

539 pp., 6 x 9, $5.00. 


Mail coupon 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn St. CHICAGO 


ADVERTISING AGE 

537 S. DeaRBoRN Sr. 
Cuicaco, ILL. 
Gentlemen: 


[IN accordance with your offer, you may 
send me a copy of 


Kleppner’s 

Advertising Procedure 
Within FIVE days, I will either remit 
$5.00 in full payment, or return the book 
to you. 
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meeting in Chicago March 5 and 6. 
Two hundred industrial sales and 
advertising executives discussed the 
elimination of waste in reaching the 
$35,000,000,000 market represented by 
industry in the United States. 
Forecasting Business 

According to Mr. Thompson's the- 
ory, major movements in money 
rates, reversed, are followed by near- 
ly parallel movements in industrial 
production after an interval of sev- 
eral months. This tag has been the 
stumbling block in convincing sales 
managers of the prophetic value of 
money-rate data. The general belief 
has been that increasing money rates 
cause declining business and vice 
versa. 

Charting this data for the ten years 
since the war shows that major move- 
ments in money rates, reversed, are 
almost exactly paralleled, after 9 to 
18 months, by major movements in 
industrial production, and in what is 
vaguely called general business. 

The Simonds Saw & Steel Co., 
Fitchburg, Mass., has used this prin- 
ciple as the long-time forecaster of 
sales since the war. By its use every 
major up and down in the sales of 
the company has been forecast cor- 
rectly many months in advance. This 
also means that every major up and 
down in the total industrial produc- 
tion in the United States has been 
forecast many months in advance. 

These are not post facto forecasts 
but have in each case been made and 
published before the event. There 
have been four upward major move- 
ments. Business is now in the fourth 
downward movement. 

How Cycles Operate 

Preceding the upward movement to 
the peak of the cycle, comes a move- 
ment of decreasing money rates. In 
no instance since the war, has this 
lasted longer than two years. Pre- 
ceding every downward, movement 
from the peak of business, has come 
a movement of increasing money 
rates. In no instance since the war, 
has this lasted longer than two years. 

The two movements in money rates 
in each cycle occupy from two and a 
half to three and a half years. This 
means that after money rates have 
been increasing on the average for 
eighteen months, they turn down- 
ward and after they have been de- 
creasing for a somewhat shorter aver- 
age length of tirhe, they turn up- 
ward. 

Increasing money rates seem to 
bring about conditions that prevent 
their further increase and finally 
bring about a decline. Decreasing 
money rates seem to bring about con- 
ditions that prevent their further de- 
erease and finally bring about an in- 
trease. 

Forrest U. Webster, advertising 
manager, Cutler-Hammer Mfg. Co., 
Milwaukee, described the improve- 
ment in layout and typography of in- 
dustrial advertising and the more at- 
tractive appearance of business pa- 
pers. 

“Most furniture manufacturers 
should get to Heaven,” said Edward 
J. Mehren, vice-president of the Mc- 
Graw-Hill Publishing Company, New 
York, a pinch hitter for Malcolm 
Muir, president of the company. 

He said that these manufacturers 
have not yet discovered how to pro- 
duce a comfortable chair for the ban- 
quet hall and that they should have 
a chance at Heaven because they evi- 
dently have never studied human an- 
atomy as displayed on any public 
bathing beach. 


.Valentine Acquires Con-. 


Ferro 
The Valentine Company, of New 
York, has purchased the Con-Ferro 
Paint & Varnish Co., St. Louis, for 
a price said to approximate $1,000,- 
000. The company recently bought 
the Detroit Graphite Company. 


Hotels Renting Radios 

A Chicago hotel is renting port- 
able radios to guests who wish this 
service. The majority of members 
of the Illinois Hotel Association in- 
dicated at its recent annual meeting, 
however, that demand for radios in 
rooms is comparatively slight. 


Returns to Knit Neckties 

The Best Ever Knitting Mills, New 
York, will return to the manufacture 
of silk knitted neckwear, as the re- 
sult of a survey which indicated a 
trend in the direction of such ties at 


popular prices. 
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“GIVE ME LIBERTY” 


New $10,000,000 Home of “Liberty” 
and “The News,” New York. 


Thirteen More 
Foods Accepted by 
AMA Committee 


Doing its biggest week’s work 
since its inception, the Committee on 
Foods of the American Medical Asso- 
ciation placed the stamp of approval 
on 13 food products during the past 
week. 

Manutacturers who may use the 
A. M. A. emblem and the products on 
which it may be used, are: 

Borden's sweet chocolate flavored 
malted milk. The Borden Company, 
New York. 

Quaker Puffed Wheat and Quaker 


Oats. The Quaker Oats Company, 
Chicago. 
Sanka Coffee, Sanka Coffee Cor- 


poration, Brooklyn and Los Angeles. 

Milk-Packed Coconut, Franklin 
Baker Premium Coconut and South- 
ern Style Coconut, Franklin Baker 
Company, Hoboken, N. J. 

Hellman’s mayonnaise. Richard 
Hellman, Inc., Long Island City, N. Y. 

Sac-A-Rin brand of canned vegeta. 
bles. Kings County Packing Com- 
pany, Oakland, Cal. 

Association of Hawaiian Pineapple 
Canners. 

Instant Postum 
beverage). Postum 
Battle Creek. ° 

Minute Tapioca. Minute Tapioca 
Company, Orange, Mass. 


Guild to Ad westies 


The first part of the consumer ad- 
vertising of the Guild Mode Hosiery 
will begin in April, the Hosiery Guild, 
Inc., decided at a meeting in New 
York. A separate campaign is 
planned for Canada. 


To Publish “Aquatics” 


Hoffman Publications, Inec., New 
York, will shortly begin publication 
of Aquatics, to cover the field of bath- 
ing beaches and swimming pools. 

The company recently took over 
Amusement Park Management. 


cereal 
Inc., 


(vacuum 
Company, 


Buys. Hammer Company 
The Stanley Electric Tool Com- 
pany, subsidiary of the Stanley 
Works, New Britain, Conn., has pur- 
chased the Ajax Electric Hammer 
Corporation, New York. The name 
will become Stanley-Ajax. 


Surveys Illinois Industry 

The number and kind of manufac- 
turing plants in each county have 
been determined by a survey by the 
Illinois Chamber of Commerce, Chi- 
cago. The figures will be sent those 


interested on request. 


And the Street 
Was Full of Men, 


Women and Dogs 


Toledo, March 6—In urging mem- 
bers of the Toledo Advertising Club 
to give the public what it wants, 
James H. Buswell, advertising coun- 
selor of Kalamazoo, Mich., said that 
one of the wisest advertisers in the 
country is operating a restaurant at 
Marysville, O., if he hasn’t retired on 
the proceeds of his ingenuity. 

This restaurateur advertised a spe- 
cial breakfast at 4 o'clock for the 
morning of October 15, which was 
the opening of the rabbit hunting sea- 
son. The advertisement was headed, 
“Get your shells free,” and shotgun 
shells were offered the man with the 
largest or smallest or the most hunt- 
ing dogs, and the beknighted hunts- 
man who had no dog at all. 

In fact, Mr. Sharp was determined 
to find some excuse for presenting all 
of his patrons with shells. 

“When the doors of the restaurant 
were thrown open at 4 o'clock of the 
appointed day,” said Mr. Buswell, 
“the street was full of men. women 
and dogs. Twice as many breakfasts 
were served as ever before. The 
extra profit paid for the advertising 
and the shells, and the good-will was 
free.” 


Feminine Expert 
Beats Lynchburg 


Billboard Law 


Lynchburg, Va., March 7.—As the 
result of a suit brought by Mrs. Ai- 
leen G. Hamner, president of the 
Virginia Outdoor Advertising Com- 
pany, Lynchburgh’s billboard ordi- 
nance and the interim zoning ordi- 
nance have been held void, the first 
as unconstitutional and the latter as 
contravening state statutes. 

Mrs. Hamner entered the outdoor 
field in 1927 and now operates 73 
panels. 

The specific point involved was is- 
suance of a permit for the erection 
of an outdoor showing southwest of 
Rivermont bridge. The city must is- 
sue the permit under the decision. 

Fred Harper, representing a mem- 
ber of the Outdoor Advertising Asso- 
ciation of America, assisted the city 
attorney in the proceedings. Mrs. 
Hamner said that “he fought us all 
through the suit, evidently caring lit- 
tle for the industry he represents.” 


Boat Owners Want Safety 

A survey made by the Sea Slea 
Corporation, New York, indicated 
that the first requirement of buyers 
of power boats is safety. Other de- 
sired qualities are endurance, dry- 
ness, comfort and speed, in the order 
given. 


Leaves Cleveland Club 


Lewis S. Williams has resigned as 
assistant secretary-treasurer of the 
Cleveland Advertising Club to join 
the Sweeney & James Co., advertis- 
ing agency of that city. 


Radio Houses Merge 
The Colonial Radio .Corporation, 
Long Island City, N. Y., has merged 
with Valley Appliances, Ine., of 
Rochester, under the former’s name. 
W. S. Symington is president. 


. 
Leaves U. S. Council 
Ray M. Hudson has left the Depart- 
ment of Commerce to become indus- 
trial executive with the New Eng- 
land Council, with headquarters in 
Boston. 


Emory in Business 
Thomas L. Emory, Pacific Coast 
manager for the S. C. Beckwith Spe- 
cial Agency, has established his own 
business in San Francisco, in addi- 
tion to his other interests. 


Has Los Angeles Office 


Western Advertising and Business 
has opened a Los Angeles office in 
the Transportation building with 
Tom Soth in charge. 


Directs Boat Sales 
William E. Gibb has been appoint- 
ed sales manager of the Penn Yan 

Boat Company, Penn Yan, Pa. 


Government 
Publications 


Where a charge is indicated, docy. 
ments should be secured from the 
Superintendent of Documents, Goy. 
ernment Printing Office, Washington, 
D. C. Payment must accompany or. 
der. Where there is no charge, the 
proper bureau should be written. 


Airport Management, Aeronautics 
Bulletin No. 17 and Suggested City 
or County Aeronautics Ordinance and 
Uniform Field Rules for Airports, 
Aeronautics Bulletin No. 20. Pub 
lished by Aeronautics Branch, De. 
partment of Commerce. 


A Method for Determining the 
Color of Agricultural Products. Office 
of Information, Department of Agri. 
culture 


Foreign Commerce of the United 
States. A complete statistical record 
of foreign trade is contained in Vol. 
ume I, now ready. Issued by Bureay 
of Foreign and Domestic Commerce, 
Price, $1.50. 

Foreign Tariff Handbook on Canned 
Foods in Europe. Contains 283 
pages. Price, 45 cents. 

Fresh and Canned Fruit Industry 
of Porto Rico. Porto Rico ships an- 
nually fresh fruits valued at $4,500, 
000, citrus fruits comprising 70 per 
cent of the shipments. Trade Infor- 
mation Bulletin 669. Price, 10 cents, 


Tobacco Trade of the Netherlands 
and the Netherland East Indies. The 
Netherlands is one of the most im- 
portant tobacco markets of the 
United States. Trade Promotion 
Series No. 89. Price, 15 cents. 


U. S. Trade with Latin America. 
About one-fifth of our world trade 
is with Latin America. Trade Pro- 
motion Series No. 88. Price, 15 cents. 


Domestic Market Possibilities for 
Sales of Paints and Varnishes. 
Price, 5 cents. 


Atlas of Wholesale Grocery Terri- 
tories. Price, $1.25. 

Cotton Fabrics and Their Uses. 
The Department of Commerce has 
completed a number of surveys show- 
ing the possibility of increasing the 
sale of cotton products in various 
markets. Published by Textile Divi- 
sion, Bureau of Foreign and Domes- 
tic Commerce. 


Salvage of Material in the Oil In- 
dustry. Technical Paper 461. Price, 
20 cents. 


Louisville Grocery Survey, Part I, 
Census of Food Distribution. Dis 
tribution cost studies No. 6. Price, 
15 cents. 


Market for Fuel Oil Burners in 
Canada and Latin America. Trade 
Information Bulletin 671. Price, 10 
cents. 


Markets for Sawmill and Wood- 
working Machinery in Australia, 
New Zealand, Philippine Islands, 
British Malaya and Netherland East 
Indies. Trade Information Bulletin 
No. 670. Price, 10 cents. 

Confectionery Distribution of the 
United States. A survey made with 
the co-operation of the National Con- 


fectioners’ Association. Domestic 
Commerce Series No. 31. Price, 10 
cents. 


Foreign Trade in Fresh Fruits. Ex- 
ports of fresh fruits from the United 
States in 1928 were worth $56,000,- 
000. Trade Promotion Series No. 90. 
Price, 25 cents. 

Bibliography on Relation of Cloth- 
ing to Health. Miscellaneous Pub 
lication No. 62, Department of Agri- 
culture. Price, 25 cents. 

Market for Sawmill and Woodwork- 
ing Machinery in Mexico, Guatemala, 
Panama, Cuba and Porto Rico. Trade 
Information Bulletin No. 675. Price, 
10 cents. 


Small Store Advertising. This 80- 


page volume is being published by 
the Domestic Distribution Depart 
ment, Chamber of Commerce of the 
United States, Washington, which 
will send copies without pre-payment. 
Single copy, 15 cents; by tens, 12 
cents; by hundreds, 10 cents. 
Dried Fruit Industry and Trade of 
South Africa. During the last fiscal 
year, more than half of the crop of 


12,000,000 pounds was_ exported.” 
Trade Information Bulletin 676. 
Price, 10 cents. ¥ 
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ADVERTISING AGE 


SANDWICH FORUM 
MUNCHES, HEARS 
QUTDOOR EXPERT 


“atlantic Monthly” Praised for 
Fair Play 


St. Louis, March 5.—Praising At- 
lantic Monthly as one of the few pub- 
lications which has given the facts 
about outdoor advertising, H. F. Gil- 
hofer, vice-president and general man- 
ager of the National Outdoor Adver- 
tising Bureau, addressed a depart- 
mental of the St. Louis Advertising 
Club last week. 

It was one of the famous sandwich 
forums of the club, the members eat- 
ing their 25-cent sandwiches in five 
minutes and then getting down to 
serious business. This plan was 
adopted as the result of a belief that 
too much time is wasted at many ad- 
vertising gatherings in disposing of 
an elaborate luncheon and that most 
members favor a simple menu. 


The Atlantic Monthly article was 
from the pen of Earnest St. Elmo 
Calkins, who said: 

“Driving through New Jersey re- 
cently, I made a careful count of the 
organized outdoor posters and the 
signs placed by local snipers. There 
were 416 signs in 30 miles, only seven 
being those of national advertisers. 


Placing Responsibility 

“Responsibility for the other 409 
rested on the local community. They 
were of every size, color, degree of il- 
literacy and state of dilapidation. 

“How inconsistent to petition na- 
tional advertisers to purify the high- 
ways when such a hodge-podge is tol- 
erated by communities!” 

Mr. Gilhofer told humorously of 
the early days of outdoor advertising, 
defore the industry was properly or- 
ganized, and when the local constable 
usually served as the censor. 

“Mr. Cusack, my former employer, 
used to go into a town at night and 
get out of it before the town 
marshal became aware of his activ- 
ities,” he admitted. 

“Outdoor advertising is exclama- 
tory, not explanatory. In the sym- 
phony of advertising, outdoor adver- 
tising is the big bass drum. The pos- 
ter has been called the poor man’s 
art gallery. As a matter of fact, it 
is significant that outdoor advertising 
is the only important medium which 
you do not have to pay to see. It 
seems fair to assume that it bridges 
the gap between those who read a 
great deal, those who read a little 
and those who do not read at all.” 

Banks Largest Users 

Mr. Gilhofer said that the Mercan- 
tile Commerce Bank & Trust Co., St. 
Louis, is the largest outdoor adver- 
tiser in St. Louis, and one of the 
largest in the country. Banks as a 
whole, which insist on dignity in ad- 
vertising, are easily the largest sin- 
gle class of outdoor advertisers. 

Following his address, Mr. Gilhofer 
answered a number of.questions. In 
response to one, he said that he knew 
of no advertising success which had 
been made by the use of outdoor ad- 
vertising exclusively. On the other 
hand, it is used as a primary medium 
by a large number, Dodge Bros. be- 
ing a conspicuous example. Camel 
cigarettes were advertised on posters 
exclusively for many years, it was 
said. They are still one of the larg- 
est users of outdoor advertising. 

Mr. Gilhofer criticised the Stand- 
ard Oil Company of California for 
its campaign against outdoor adver- 
tising, asserting that it picked out 
afew poor examples of posters and 
advertised them as being typical. 


Fur Show Opens June 1 


Washington, March 6.—The Inter- 
Rational Fur Exhibition will open 
at Leipzig, Germany, June 1, with 18 
countries participating, the Depart- 
Ment of Commerce has _ learned. 
Every phase of the industry will be 
Tepresented, including complemen- 
tary trades, such as wool, leather and 
Silks for lining. 


Will Reap as Ye 


Sow, Says Chester 


New York, March 6—The 
Biblical statement that as “ye 
sow, so shall ye reap” was 
quoted by Colby M. Chester, 
president of the General Foods 
Corporation, at an advertising 
luncheon here. 

“If you proclaim to the world 
the merits of your products, 
see to it that your claims are 
merited,” said Mr. Chester. 
“You cannot sow wild oats in 
your advertising policies with- 
out reaping a tarnished repu- 
tation and lessened sales.” 


Liars’ Licenses 
Feature of Heddon 
Dealers’ Display 


Dowagiac, Micy., March 6.—As first 
aid to fishermen whose story-telling 
ability has been hampered in the 
past by relutance to stretch the facts 
too far, James Heddon’s Sons, manu- 
facturers of fishing equipment, have 
issued liars’ licenses, which are dis- 
tributed to consumers through the 
company’s dealers. 

The liars’ licenses are only one fea- 
ture of the company’s 1930 merchan- 
dising campaign, which lays stress 
on the value of dealers’ windows. 
Most of the display cards are printed 
in eight colors, with action as the 
bait to halt the unwary passer-by. 

The central piece in the display is 
a card over four feet high, depicting 
a fisherman in a boat, with a narrow 
shelf or bench between him and a 
giant Heddon bass. The shelf is used 
for the display of small items of 
tackle. 

Another card, four feet long, 
pictures, in their true colors, the five 
principal game fish, bringing out 
clearly the difference between the 
muskie, great northern pike, large 
mouth and small mouth bass. 

The company sends displays only 
to dealers ordering them, and the re- 
tailer must indicate the amount of 
fishing tackle he expects to sell. The 
company gives specific instructions as 
to how to use the displays. 

“The window display should be 
pasted on the window on the inside, 
a few inches above the level of the 
eye,” it informed dealers. Gummed 
stickers are provided for this pur- 


pose. 
M. F. Jamar, Jr., is advertising 
manager. 
$50 for Playlet 


The Bells of Solano County Exposi- 
tion, to be held in Fairfield, Cal., May 
24-June 1, is offering $50 for a Pag- 
eant Play. Detailed information can 
be secured from D. A. Weir, secre- 
tary-manager. Additional prizes will 
be given for the music. 

The exposition was planned to 
mark the diamond anniversary of the 
Solano Republican, but has outgrown 
its original scope. Fashion, farm and 
appliance, and food shows will be 
some of the features. 


Automotive Parts 


Industry Picks Up 


New York, March 6.—Marked im- 
provement in the automotive parts 
industry is reported by the Motor 
and Equipment Association, which 
says that the most notable gain has 
been scored by suppliers of original 
equipment to car and truck manu- 
facturers. 

The business of this group was ab- 
normally low in December. Index of 
shipments rose from 50 in that month 
to 135 in January. 


Knox Hat Changes 


H. C. Hoagland has resigned as ad- 
vertising manager of the Knox Hat 
Company, New York, to become an 
executive with Louis C. Pedlar Cor- 
poration, New York agency. 

Alfred G. Keeshan, vice-president 
of the Knox Hat Company, will di- 
rect the advertising. 


Running for Assembly 

Theodore G. King, president of the 
Shafrank Outdoor Advertising Com- 
pany, Chicago, is a Republican candi- 
date for representative in the gen- 


eral assembly. 


Brushing Teeth 
Becoming Lost 


Art: Pepsodent 


The pleasure of The Pepsodent 
Company, of Chicago, over the popu- 
larity of its radio stars, Amos ‘n 
Andy, is somewhat mitigated by the 
result of a recent investigation, which 
indicates that a large part of the 
population is dispensing with the 
pleasure of brushing its teeth. 

The company announced in one of 
its nightly talks that only 25 per cent 
of the populace takes the trouble to 
use Pepsodent or any other tooth 
paste. ; 

Harlow P. Roberts, advertising 
manager of the company, explained 
that this was an optimistic estimate. 

“Doctors who examined men for 
entrance into the army during the 
war found that 25 per cent brushed 
their teeth regularly,” he said. 


“However, these men constituted a 
picked group. One of the same 
dentists believes, as the result of 
figures kept over a_ considerable 
period, that the trend is away from 


I's Regusted 


Chicago, Ill. 


proper mouth hygiene and that in all 
probability, not more than 20 per cent 
of the public is buying and using 
toothpaste.” 


In spite of the fact that Pepsodent 


letters about its radio offering, it is 
getting and answering missives at the 
rate of 1,000 per day. 


is not encouraging the public to write 


DELIVERED WITHOUT “SEARCHING” 


Check and Double check 


The Pepsodent radio stars, Amos ’n Andy, were reached with 
this letter without delay. 


Form “Evening Post” 


Alumni Association 

The Evening Post Alumni Associa- 
tion has been formed in New York. 
All former employes of the paper are 
invited to join. Oswald Garrison Vil- 
lard is honorary president, with Theo- © 
dore P. Seynour as secretary. . 
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USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis . . . You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use The Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


MARKETS 


1930 


etition for business in 1930, 


you need this information that will point your 
way to new markets, better outlets for your goods. 
Let The Market Data Book be your guide! 


e are figures on a hundred 


major fields—data on production, distribution, 
sy buying set-ups, buying seasons, developments 


Compiled from more than a thousand sources— 
Condensed into immediately available form— . 
Indexed for easy reference— 

Authentic in every detail— 


And a complete directory of business publications, 
grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 


field of industry and 


business. It gives the user 


in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition, just issued, is available. 
Fill in the coupon below for your FREE copy 


TODAY. 


>>>>>>>>HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 
ETS LAAN ENTE ELE TEL TENE DEEL NETTIE Keil 


cation is by far the most valuable 
extant from our standpoint.” 


“We have been using your Mar- 
ket Data Book for several years 


and find it of great help in map- | 


ping out our advertising cam- 
paigns.” 

“We find data such as you have 
compiled invaluable to us.” 


“In constant use—a thoroughly 
reliable reference book.” 


“Has always been very helpful 
to us.” 


| Class & Industrial Marketing, 
| 537 South Dearborn Street, Chicago 


! Please enter my subscription to 
! Class & Industrial Marketing for 
I one year, for which I enclose $2.00, 
and send me without charge one 
| copy of the new 1930 edition of 
| The Market Data Book. 
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ADVERTISING AGE 


March 8, 1939 


WALDO EMERSON 
SAID IT ALMOST 
CENTURY AGO 


Klein Explains Development of 
Art in Business 


Washington, March 6.—Somebody 
gave an American business man a 
book and the revolution started. The 
book was vy Ralph Waldo Emerson 
and it contained this sentiment: 
“The beautiful rests upon the founda- 
tions of the necessary.” 

Julius Klein, Assistant Secretary 
of Commerce, made this suggestion in 
an address over the Columbia Broad- 
casting System, March 2 to commen- 
orate Art Week in Boston. Mr. Klein 


commented on the fact that the 
Massachusetts metropolis is enjoying | 
two weeks in one, since National | 
Wash Dress Week is being celebrated | 
also. 

A Business Transformation 

“In these recent years the truth | 
in Emerson's idea has struck home| 
—and flourished mightily,” said Mr.) 
Klein. “It has produced almost a, 
business transformation. The ad- 
vance of art in industry has been) 
sweeping. | 

“Art has come to the dishpan. Art| 
has come to the washstand. Art) 
has come to dustmops. Art has come | 
to the garage. ‘ 

“As one recent periodical puts it: | 
‘Last year art was adopted with a} 
vengeance; products that have been 
“stylized” range from automobile hub 
cans to perfume bottles, and from | 
metal furniture to sacks designed to} 
hold cement. 

“*And, speaking of perfume bot- | 
tles: ‘For generations, even cen-, 
turies, the perfumery industry was 
just a matter of pleasant smells, 
until one shrewd French manufac- 
turer fixed his attention upon the 
container—and the industry was 
soon off on a new start in a world- 
wide prosperity.’ 

A Change of Field 


“One artist who became famous 
through his brilliant black-and-white 
illustrations for ‘Salome’ is oringing 
beauty now to automobile tires, turn- 
stiles, and lighting fixtures. An- 
other noted artist proclaimed with 
conviction: 

“There is no reason in the world 
why a weighing-scale or a metal bed 
should not be a lovely thing to look 
upon—being, at the same time, both 
useful and beautiful. Most of us 
acknowledge gladly that he is abso- 
lutely right. 

“The value of style and design in 
the merchandising world has become 
tremendous. A motor-car company 
testifies that those qualities are to- 
day ‘far more than a major sales 
argument—they are absolute requi- 
sites.” 

“Even for commodities such as 
electric washing-machines, the manu- 
facturers declare that artistic de- 
sign ‘is getting to be a more impor- 
tant factor every year.’ 

Art in Linoleum 


“For years the linoleum market of 
Argentina was in the hands of Euro- 
peans. But a keen American copied 
the quaint, fascinating designs of lo- 
cal tapestries and native fabrics— | 
and now the United States monopo- 
lizes the business. Oilcloth has blos- 
somed out into a thing of beauty. 
Art is on our floors, and art is on our 
roofs. 

“We revel in the most rapturous of 
‘bathroom symphonies.’ ‘Chromatic 
plumbing’ is the term applied by a re- 
cent critic. 

“Modernistic art is winning vic- 
tories in furniture. Sometimes, in 
extreme cases, we can not be sure 
whether any given object is some- 
thing to sit on, to put books on, or 
whether it is a piece of futurist | 
sculpture. But moderation, restraint, | 
and simple, purposeful beauty are 
sure to have their way. Modernistic 
furniture that abstains from freak- 
ishness has the merits of novel de. 


sign, clean surfaces, and an absence 
of fussy, ‘fudgy’ ornament. 
Then There Are Shoes 
“In the nineteenth century a wom- 


'an’s shoes were something to keep | 


== - 1 


Julius Klein 


her feet off the ground. Now they 
are her ‘foot millinery. They might 
fitly be called ‘confections.’ 

“Color harmonies’ are eagerly pur- 
sued in modern footwear, and many 
women regard it necessary to have a 
pair of shoes for every frock. 

“Those colors are getting more and 
more vivid every day. I have before 
me, the official ‘shoe leather color 
card’ for the Spring season of the 
present year. I find 10 colors on it. 

“Four of them carry us, in fancy, 
straight to southern Europe. There 
are Riviera blue, Venetian purple, 
Prado brown, Corrida red and 
others. 

“The strong, steady movement by 
which art is penetrating the indus- 
trial activity of the United States is 
an incentive to fresh thought, un- 
hackneyed points of view, and the 
revelation of new beauty. The formal 
recognition the movement is receiv- 
ing in Boston might well be accepted 
elsewhere in the country.” 


Printing Awards Made 
by Chicago Committee 


The jury representing the Chicago 
Society of Typographic Arts has an- 
nounced six awards for excellence 
out of 1500 entries submitted in the 
annual exhibit of Chicago fine 
printing. Amone these are awards 
for: 

1—Book—Log of the Auxiliary 
Schooner-Yacht “Northern Light’”— 
entered, printed and engraved by R. 
R. Donnelley & Sons Company. De- 
signed and typographic layout by 
William A. Kittredge. 

2—Calendar for 1930, entered and 
printed by Bertsch & Cooper. De- 
signed by Oswald Cooper. Engraved 
by Peerless Engraving Company. 

3—Folder—Consider the Giraffe— 
entered by Wm. H. Rankin Company. 
Printed by Walton Spencer. Designed 
by Edgar Miller. Typographic Lay- 
out by P. R. Smith. 

4—Newspaper Advertisement 
Statement of Condition—entered by 
Graves, McCleish & Campbell. De- 
signed by E. E. McCleish. Typogra- 
phic layout by Bertsch & Cooper. 

5—Poster—Pewter Grey — entered 
by Modern Advertising Art. Designed 
by Murray Wickard. Lettering by 


Edwin W. Krauter. Courtesy, Hart, 
Schaffner & Marx. 
6—Small Folder—Cosmetics This 


Christmes—entered and designed by 
Paul M. Ressinger. Printed by 
George Domke. Typographic layout 
by J. M. Bundscho, Inc. Engraved by 
Collins-Inglis, Inc. 


Women’s Federation 
Starts Monthly Bulletin 


The Federation of Women’s Adver- 
tising Clubs of the World has begun 
publication of a monthly bulletin in 
charge of Miss Florence M. Dart, 
president, and Miss Jeannette Car- 
roll, vice-president. 

Miss Dart has appointed the fol- 
lowing committee to make changes 
in the by-laws: Miss Bernice Orme- 
rod, New York, chairman; Mrs. Ber- 
nice Blackwood. Chicago; Miss Hazel 
Lidw g, St. Louis. 

Mrs. Minna Hall Carothers, New 
York, ex-president of the Federation, 


| has been appointed a member of the 
; nro ram committee for the annual 


meeting. 


Common Factor 
_ to Be Sought for 
Financial Meet 


| Louisville, March 7.—Division of 
the departmental sessions of the an- 
|nual convention of the Financial Ad- 
vertisers Association into three 
groups, according to population of 
their respective cities, was adopted 
jat a meeting of the board of direc- 
|tors. The convention will be held 
| here September 17-20. 
| One group will be made up of large 
cities and large banks and invest- 
|ment houses. The second will com 
| prise medium-sized cities and the 
| third, smaller ones. It was felt that 
|such a division will give all mem- 
jor something of immediate inter. 
est. 
| F. R. Kerman. vice-president otf 
the Bank of Italy, San Francisco, re- 
| ported that the membership is now 
824, a 5 per cent increase over last 
| year, in spite of the banking mergers 
of the past year. 

The Louisville meeting followed a 
gathering of the investment research 
committee in Chicago under the di- 
rection of Joseph J. Levin, advertis- 
, ing manager of A. G. Becker & Co. 
| It was announced that ‘an analysis 
would be made of the market for in- 
vestment securities. 

This will embrace such subjects as 
accumulated or static wealth, income 
wealth, capital made available by 
maturities and redemption, and for- 
eign markets. 

Members of this committee, besides 
Mr. Levin, are R. G. Fields, George 
Dock, John J. Foley, Horace Towner, 
Arthur S. Goodall, Charles W. Earle, 
Brian Ducey, W. H. Hodge, Frank 
LeRoy Blanchard, Leland E. Stowell, 
Eugene Bashore, T. L. Bailey, Charles 
Vining, Paul Jenkins, R. R. Jeffris, 
Roland Palmedo, Ethel B. Scully, 
Don W. Davis and Edmond Boush- 
elle. 


S. Carolina Bill 
Would Regulate 


Ice Industry 


Columbia, S. C., March 6.—-A_ bill 
providing for regulation of the manu- 
facture and sale of ice has been in- 
troduced in the legislature. It con- 
fers power on the state railroad com- 
mission to issue licenses to producers 
and distributors, to control the num- 
ber of such concerns and to fix prices. 

The fee for renewal of licenses will 
be 1 cent a ton per year. 

The bill states that “ice is a pub- 
lic necessity and that its use, manu- 
facture, sale, delivery and distribu- 
tion bear a substantial relation to 
the health, safety, comfort and con- 
venience of the public.” 

It further provides that licenses to 
engage in the ice business shall be 
issued only when an investigation 
discloses the need for additional fa- 
cilities. 


Indianapolis Draws 
Out-of-Town Crowd 


The interesting weekly meetings of 
the Advertising Club of Indianapolis 
are drawing many advertising men 
from other Indiana cities. 

At last week’s meeting, the Lafay- 
ette Advertising Club was repre- 
sented by Charles E. Crow, president; 
Alfred Lefferman, E. J. Good, T. R. 
Johnson, former president, and M. 
Scott Osterday. 

The Muncie Advertising Club was 
represented at the same meeting by 
President Bartlett Brooks and J. D. 
Ballew, an ex-president. 


Tacoma Club Back 


with Federation 

The Advertising Club of Tacoma, 

Wash., has been reinstated by the 

Advertising Federation of America. 

The advertising clubs of Paterson, 

N. J., Fargo, N. D., and Montreal 
have been dropped. 


Enters Record Field 


A complete radio service, employ- 
ing electrical transcription method 
of recording, has been established by 
Visugraphic Pictures, I/nc., New 
York. Twelve-minute records will be 
featured. 


—— 


HOW PAINT CAMPAIGN IS ORGANIZED 


Organization Chart—Save the Surface Campaign 
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Railroads Need 
High Order of 


Salesmanship 


Grand Rapids, March 6.—Today’s 
quality railroad transportation de- 
mands better salesmanship than ever 
before because of competition in tne 
transportation field, despite the high 
efficiency of railroad service, declared 
S. T. Stackpole, traffic manager for 
the Pennsylvania Railroad, before the 
annual banquet of the Grand Rapids 
Transportation club. 

Likening the railroads of the Unit- 
ed States to a huge manufacturing 
enterprise, the product of which is 
transportation, Mr. Stackpole assert- 
ed that only as they prospered could 
the railroads serve the country with 
efficiency. 

Big Year in 1929 

Continuing the simile, he applied 
the name United States Transporta- 
tion & Supply Co. to the railroads. 
He quoted figures to show that 1929 
was the heaviest period in carload- 
ings with one exception, that of 1926, 
and said that the excellent service 
which the lines are now able to give 
is made possible by the transporta- 
tion act of 1920, permitting adequate 
rates and profitable returns on in- 
vestments. 

“The railroad men in the traffic 
profession have come through a score 
of years in which the most perma- 
nent thing has been the fact that 
conditions have been constantly 
changing,” said Mr. Stackpole. 

“These changes have brought us to 
a situation today where, as a most 
important element we have for sale 
the best line of transportation goods 
yet offered to the shipping public. 
This means much to every railroad 
man who has contact with our pa- 
trons, but there is no one to whom 
it means so much as to the freight 
traffic representative whose daily 
function it is to call upon shippers in 
the interest of his railroad. 


Representative of His Road 


“Take note I do not call him 
freight solicitor. Nor do I call him 
a salesman. He is more than that. 
He is, in the fullest sense of the 
word, the representative of the rail- 
road. 

“To the people on whom he calls, 
he is by far the most frequent rail- 
road visitor. More than anyone else 
in the railroad this man has the op 
portunity of being his railroad as far 
as his patrons are concerned. 

“Paradoxical as it may seem, to- 
day’s quality railroad transportation 
requires better salesmanship than did 


our transportation of past years. 
Why should this be so? In the past, 
railroad transportation had some 
what more the character of an article 
the shipper must obtain from some 
source or other. Today he is offered 
salable transportation by truck or 
water to an increased extent. 

“Secondly, the buyer of transporta- 
tion is a closer buyer than ever be 
fore, and makes his choice between 
different brands of railroad trans- 
portation with more regard to varia- 
tions in quality.” . 


Building Code Is 
Task for Expert 
on Telegraph 


Washington, March 6.—That many 
of the business houses of the United 
States might well scrap their tele 
graphic codes and call in an expert 
to create new ones was the assertion 
of G. Stanley Shoup, chief of the com- 
munications section, transportation 
division, Department of Commerce, 
in an address at Cleveland this week. 


Codes have been found helpful in 
both sales and advertising depart- 
ments, he pointed out. While a few 
companies use codes with the idea of 
keeping important transactions se- 
cret, the large majority use them 
only for the sake of economy. 


“The use of code and code books 
dates from the beginning of the elec- 
tric telegraph,” said Mr. Shoup. “It 
is said that the custom of disguising 
the written word is as old as written 
language itself. For many years, or 
as late as 1872, international tele- 
graph regulations contained no pro 
vision for code language, code words 
being counted and charged the same 
as any other. 


“When code regulations finally were 
adopted, there were many evasions. 
The most difficult rule to interpret 
and apply was that concerning pro 
nounceability, which first became ef- 
fective in 1904. Words that could be 
pronounced in one of the eight 
languages authorized for telegraphic 
correspondence were charged for at 
the rate of ten letters per word; if 
they could not be pronounced they 
took the cipher count of five letters 
to the word. At one time the Inter- 
national Telegraph Union issued an 
official dictionary containing more 
than a million words in the hone of 
curbing abuses, but its compulsory 
use was voted down. 

“The building of a comprehensive 
code is a difficult and expensive mat- 
ter. Nearly all code dealers will sub- 
mit codes on approval. 
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Mergers, Advertising 
Would Save Textiles, 
Hoover Expert Says 


New York, March 5—Mergers and 
advertising can save the textile in- 
dustry, as William R. Basset, textile 
expert on the Hoover Committee on 
Waste Elimination, sees it. 

Mr. Basset’s analysis of the indus- 
try, prepared in collaboration with 
Samuel Crowther, appeared recently 
in World's Work, and has already 
excited much attention and comment. 
While many of the textile experts are 
inclined to believe that Mr. Basset 
has been too harsh in his discussion 
of the factors which are holding back 
textile manufacturing, they agree 
that better merchandising is neces- 
sary, and that sounder financial 
organization will open the way for 
improved marketing. 

Here is the way the situation was 
sized up from the standpoint of ad- 
vertising and merchandising: 

“Few mills have  trade-marked 
specialties which they can advertise 
and upon which they can build up 
good-will. Very few mills make any 
effort to style their goods or to turn 
out new fabrics; that accounts for 
the slackened use of cotton goods in 
dressmaking. 

“[ have found that many mills 
actually do not know costs. As a 
result, when dealing with the great 
buying power represented by a mod- 
ern chain system, they are likely to 
sell below cost just to get ready 
money. Thus the mills that do know 
their costs find themselves up against 
the most unthinking competition. 

Too Many Small Mills 

“The speculative character of the 
industry is probably responsible for 
nearly all its ills, for there is no 
great point in giving attention to 


modern sales methods if more money 
is to be made by buying and selling 
at the right time. However, in gen- 
eral, there are also too many small 
mills inefficiently managed. This 
means that only mergers will produce 
strong companies which will be able 
to increase both wages and profits. 

“The advantages which the textile 
industry would gain from mergers 
are numerous. Here are a few of 
them: 

“1. Competition would be between 
well-managed big concerns rather 
than among several hundred small, 
poorly managed concerns; it would 
therefore probably be less ignorant 
and malicious. 

2. Strong mergers would put the 
industry in better position to deal 
with powerful buyers. Chain stores 
are much too powerful for individual 
mills to deal with successfully. 

“3. Each mill, instead of making 
several products, could concentrate 
on one or a few specialties. This 
would tend to reduce production 
costs. 

“4. Administrative expenses would 
be lessened through pooling the ex- 
penses of selling, buying, accounting, 
collecting accounts, and so on. Adver- 
tising, and research into merchandis- 
ing problems, could also be under- 
taken. 

“Certainly if the cotton mills do 
not soon work out a solution for 
themselves, the chain organizations 
will begin to go into cotton manufac- 
turing just to insure supplies at rea- 
sonable prices. Whenever an indus- 
try does not serve, its more powerful 
customers begin to take it over. And 
this may happen to textiles.” 


Coming 
‘Conventions 


March 18. Annual meeting of Ex- 
port Managers’ Club, New York. 

March 27. Outdoor Advertising 
Assn. of Connecticut at Hotel Heub- 
lein, Hartford. 

April 10-11. United Typothetae of 
America at Cincinnati. 

April 23-25. American Newspaper 
Publishers’ Assn. at Hotel Pennsyl- 
vania, New York. 

May 4-6. Association of National 
Advertisers at French Lick, Ind. 

May 5-7. Associated Business Pa- 
pers, Inc., at White Sulphur Springs, 
W. Va. 

May 9-10. Advertising Affiliation at 
Buffalo. 

May 14-15. American Association 
of Advertising Agencies, Mayflower 
Hotel, Washington, D. C. 

May 16. Outdoor Advertising Assn. 
of Kentucky at Louisville. 

May 18-21. Advertising Federatitn 
of America at Washington, D. C. 

May 18-21. Agricultural Publish- 
ers’ Association at Washington. 

May 18-21. Public Utilities Adver- 
tising Assn. at Washington. 

May 18-21. Newspaper Advertising 
Executives Assn. at Washington. 

May 21-22. Outdoor Advertising 
Assn. of Michigan at Durant Hotel, 
Flint. 

May 21.22. National Foreign 
Trade Convention at Los Angeles. 

June 8-10. Fourth District, Adver- 
tising Federation of America at 
Miami, Fla. 

June 16-21. Lithographers Na- 
tional Assn. on St. Lawrence River 
steamer. 

June 16-24. National 
Assn. at Milwaukee. 

June 21-25. Advertising Associa- 
tion, Inc. (Great Britain) at Hast- 
ings, England. . 

June 22-24. Twelfth District, Ad- 
Vertising Federation of America, 
Hotel Davenport, Spokane. 

June 30-July 1. Southern Newspa- 
ean aata Assn. at Asheville, 


Editorial 


Railroad Editors 
Discuss 1930 Plans 


Editors of railroad employe pub- 
lications which are members of the 
Kellogg Group, Inc., were guests of 
W. H. Kellogg, president of the 
group, at an all-day session at the 
Midland Club, Chicago, March 3. 

An interesting feature of:the dis- 
cussions was the presentation by J. 
S. Hurlbut, of the Kellogg Group 
staff, of the story of national adver- 
tising, including the mechanics back 
of the actual appearance of an ad- 
vertisement in a publication. 

Among the editors who attended 
the meeting were Thomas E. Owen, 
representing the Louisville & Nash- 
ville; C. E. Kane, Illinois Central; 
A. G. Dupuys, Chicago, Milwaukee & 
St. Paul; F. E. Chabot, Chicago & 
North Western; Benjamin Bell, Jr., 
Chesapeake & Ohio; W. E. Babb, 
Rock Island; Frank M. America, 
Erie; C. W. Y. Currie, New York Cen- 
tral; M. W. Jones, Baltimore & Ohio; 
H. C. A. Maisonville, Pere Marquette; 
L. B. Sisson, W. M. Wentz and K. 
D. Puleipher, Pennsylvania. 

The Kellogg Group of Railroad 
Employe Publications is now three 
years old, and includes thirteen rail- 
road publications with a circulation 
of over 700,000. 


Washington Hotel Has 


Chicago Representative 


The Willard Hotel, Washington, 
has appointed Joseph A. Hurney as 
its Chicago representative. Mr. Hur- 
ney will take care of reservations for 
Western folk going to the capital, 
handle their railroad accommoda- 
tions and otherwise make himself 
useful. 


Promoted by Ralston 


Herman Bowmar has been appoint- 
ed general sales manager in charge 
of the cereal department of the Ral- 
ston Purina Company, St. Louis. 

J. R. Stephenson, Eastern sales 
manager, is in charge of all Checker- 
board cereal products and of the en- 
tire Eastern sales organization. 


Herman Nater Promoted 

Herman Nater, past-president of 
the Advertising Club of Los Angeles, 
has been promoted to vice-president 
by the Bank of Italy. He will con- 
tinue in charge of business extension. 


Women in 
Advertising 


Ann B, Cullen 


A gruff business man, weary from 
a succession of interviews with im- 
portunate male peddlers, is likely to 
breathe a sigh of relief when in- 
formed that, just for a change, it’s a 
woman. 


That’s where Miss Ann B. Cullen 
comes in. 


She is with the Cleveland Plain 
Dealer and has been for 15 years. 
She started as secretary to John S. 
McCarrens, business manager, but 
gradually swung over into sales work 
in the Plain Dealer's national adver- 
tising department. Kor several years 
she has been selling advertising cam- 
paigns to advertisers and contact- 
ing agencies throughout the country. 
Her specialties are women’s wear and 
tuods. 


She has a penchant for getting to 
the man who counts making him 
aware that there is a paper called 
the Cleveland Plain Dealer. 

Thus while she can and does hop 
on a train which will carry her to 
any part of the battle line where 
something is due to happen shortly, 
Miss Cullen hasn’t let it annoy her 
unduly. 


She has been in every state in the 
Union and most of the capitals of 
Europe, and has been equally ready 
to sell some space or participate in a 
fox trot. She swings a grip or a lip 
stick with equal facility, thinks sell- 
ing advertising is great fun, and won- 
ders why more women don’t crash 
the sales end. 


Kentucky Plans Tax 
on Retailers’ Sales 


Frankfort, Ky., March 6—The bill 
imposing a graduated gross sales tax 
on retailers has been reported favor- 
ably by the Senate, after being passed 
by the House. 

The tax runs from one-twentieth 
of 1 per cent for sales of $400,000 or 
less, to 1 per cent for sales of more 
than $1,000,000. 


Cafeteria Give Way 


to Lunch Rooms 


A questionnaire of the Ahrens 
Publishing Company, New York, in- 
dicates that there is a decided de- 
crease in the construction of com- 
mercial cafeterias, which apparently 
are giving way to coffee shops and 
lunch rooms. 


Movies Projected in Court 


‘Happy Landings,” a motion pic- 
ture made-by Visugraphic Pictures, 
Inc., for the Irving Air Chute Com- 
pany, of Buffalo, figured in a law suit 
in Wilmington recently, when the 
picture was projected in the court- 
room as evidence in the company’s 
claims of infringement. 


Curtis Is Purchaser 


of Philadelphia Paper 


Philadelphia, March 7—The Curtis- 
Martin Newspapers, Inc., has ac- 
quired stock control of the Philadel- 
phia Inquirer and will continue to 
publish it as a separate daily. Cyrus 


H. K. Curtis is president. 


With “Oklahoma News” 


Charles L. Nicholson has been ap- 
pointed advertising manager of the 
Oklahoma News, Oklahoma City. He 
held the same position with the 


Campaign for Tents 
A $1,000,000 advertising campaign 
for tents and awnings will be started 
soon, the Philadelphia and New Jer- 
sey manufacturers were told at their 


Hutchinson, Kan., News and Herald.|annual meeting in Philadelphia. 


Joins Cincinnati Club 
George Trumbull, of the Quality 
Electrotype & Engraving Co., has 
been elected to membership in the 
Advertisers’ Club of Cincinnati. 


Toronto Agency Moves 

Toronto offices of the McConnell- 
Ferguson Advertising Company have 
been moved to the Bank of Toronto 
building. 


If you want to sell 
the Golf Market 


now is the time to actl 


Here are the reasons why... 


<i « Annual golf club elections are 
because: over, budgets are made up and 


each department knows what they have to spend 


for 1930; 

aa « New officials, committee chairmen 
because: and department heads are right 
on the job planning their expenditures for the 
coming season; 


ail « Every department must be all set 
because: to go before the season oar 


ad + In addition to equipment for new 
FORMS FOR because: courses and clubhouses, enlarge- 
ments and renovations, all supplies must be ordered 

APRIL and in stock for the beginning of operations; 


cuil - All of these pre-openin repara- 
because: tions will take place Sithin the 


next two months . .. and this means active, 
actual buying . . . right now! 


GOLFDOM for APRIL 


will be devoted to these pre-opening 
timely and effective in its “urge-to- 


Close March 25th 


A feature number 
devoted to the pre- 
opening prepara- 
tions and buying uy”. 

activities of the Hand-in-hand with this action-getting editorial 
country’s 5758 golf apoen pamela your products to the buyers 


reparations— 


: and 
supplies—all of them!—when they are i 
clubs. meet immediate needs. oe 
Eastern 
Representative Pa 
ALBRO 
GAYLOR H. EARLY 
20 Vesey St., 100 N. LaSalle 
N. Y. City 2 St., Chicago 
Tel. FitzRoy The Business Journal of Golf tei, CENtral 
4185 


236 N. Clark St., CHICAGO 


The President, Green-chairman, Manager, Greenk and Pro of every 
club. in United States receives, GOLFDOM cach month, either "at 
his. home or business address. 17,000 circulation guaranteed for April. 


Announcing— | 


Two new publications in that automotive 
field pioneered by The Taxi Weekly. . . 
covering definitely allied markets . . . 


Street Traffic News 


A weekly newspaper devoted to the problems of street traffic 
congestion. Read by Mayors, City Managers, Street Traffic 
Directors and Safety Engineers—the men who authorize 
the purchase of traffic lights, directional signs, and other 
materials that assist in the direction of modern street traffic. 
Complete survey of field available. 


The Gasoline Retailer 


Published weekly. Read by filling and service station 
managers and employees. Contains garage and acc 

section which seeks to merchandise products available for 
distribution through roadside filling stations, garages and 
service stations. Survey of this market will be sent on 


' The Taxi Weekly 


—since 1925 the publication covering practically 100% of the taxicab industry 


1. New York Edition read by owner-driver, fleet and 
company operators in New York City. Reaches owners 
and operators of over 20,000 taxicabs. Endorsed by associ- 
otae, een and operating companies. Survey 1 
available. 


2. National Edition covers company operators throughout 
the United States owning over 42,000 taxicabs. Endorsed 
by National Association of Taxicab Owners. Only means 
ot reaching the important national taxicab market. Survey 
of national field also available. 


These markets offer unusual opportunities for Manufac- 
turers and Dealers appealing to the 
specific fields covered 


ASSOCIATED 
INDUSTRIAL PUBLICATIONS, Inc. 


Advertising, Circulation and Editorial Departments 


New York City 


54 West 74th Street 


ee bret teed uo) ig ee ait ha ae x abe ran OES. a Ans “4 . Wee al ore a oat tA) Sagi, Bk a 2p co ermine fe tiem © es ta cea te 2 ae Par ae Mee Sd Sale Se oe ee ee ee eaeeg. a saat nd. ‘cal be ae ie a <i = © Taek sg, eee eee Pac ag ye! 
: a a Sinterea' ei Sep my Bice gia oe ae ue ins uy es c= ee os ee, ii, He = “ i . p os ea i ae een a key = snide’ = 3 Pie Bs ‘i At at te ae gtr ii eve aA : er és aa = 
| ; mous 
giaae» 
SS RRR 5 RE cS IE OEY . bie ei: a 
— | “teres ee ‘a 
| vd ? ~ “Ag et —— ———— ————————————————————————————_____—— a 
eae . Ks i 
bee je re ” ‘“ 
Bs % 
ee %. 
| : 7- 
| bi 
H q ‘ a 
; f 4 pe 
cf / j 
Se - . j 
re 44 
\ f : 
™ XN \ a ' ‘ SS 
. Po | 
Bs. 
at, 
1e- 
‘le 
ne 
: , 
or 
a- 
1e- 
on | 
is- | 
a- _—————— | 
nnn nn SSS a 
| 
| 
1 eee a 
ly | 
2d 
& 
rt | 
a | 
n- 
n | Po 
e, | 
7 ee ry 
| . es 
t | - 
; | 
of | 
: 
. | 
¢) 
C- 
t 
£ | | 
. z a“ 
r : = 
: ee req 
> po a 
8 ee Se 
° 
| | 
e | 
| 
| ae a 


+o 


ADVERTISING AGE 


March 8, 1939 


<a 


The News of Advertising Ps 


Publishing It Is Our Exclusive Job 


The sole function of ADVERTISING AGE is to report the news 
of advertising---with proper emphasis on news which is im- 


portant, significant, suggestive. 


Our forty editors and correspondents find this, in itself, a 


big order. 


ADVERTISING AGE published 
exclusively the report of Federal 
criticism of food advertising, 
made public in New York. 


ADVERTISING AGE _ reported 
first the attack on the Cremo 
“spit campaign,” made by the Na- 
tional Better Business Bureau. 


ADVERTISING AGE was first 
with the news of the death of 
Edward Bok, founder of the 
Harvard Advertising Awards. 


ADVERTISING AGE reported 
exclusively the plan for super- 
vision of food advertising an- 
nounced by the American 
Medical Association. 


ADVERTISING AGE _ reported 
first the campaign of the State 
of Florida in behalf of its agri- 
culture and resorts. 


ADVERTISING AGE reported ex- 
clusively important changes in 
the $3,500,000 campaign of the 
Grigsby-Grunow Company. 


ADVERTISING AGE was first 
with the news of the decision of 
the Court of Claims of the 
United States in the advertis- 
ing agency tax case. 


ADVERTISING AGE reported ex- 
clusively the plans of the New 
York advertising agents to test 
the state income tax law. , 


ADVERTISING AGE published 
the first report of the details of 
the $10,000,000 advertising 
campaign of the Gillette Safety 
Razor Company. 


ADVERTISING AGE_ reported 
first by five weeks the plans of 
the automobile industry for 
“junking” obsolete cars. 


ADVERTISING AGE is not a magazine. It is not competing with 
the advertising magazines, which are doing excellent work in 
their own departments. Alone in its special field, ADVERTISING 
AGE will continue to publish the news of advertising. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


537 So. Dearborn Street, Chicago 


New York Office: Graybar Building 
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